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Rough Proofs 


Rumble-seats seem no longer to be 
included in motor car designs. Per- 
haps the supply of mothers-in-law 
proved to be inadequate. 


a ll 


Most any car, it appears from the 
advertising, can be rolled down a 
100-foot embankment without seri- 
ous damage. But it’s still desirable 
to have the contents insured at full 
value. 

* + @ 


A first offender under the new 
Copeland bill would be let off easily, 
with only one year’s imprisonment 
and a nominal fine of from $100 to 
$1,000. Some of the more courageous 
may decide that they need a rest 
cure, anyway. 

vvy 


Advertising is defined by Senator 
Copeland in his new bill as “all 
representations of fact or opinion 
disseminated in any manner or by 
any means other than labeling.” 
This is evidently a break for the 
politicians, who will now be able 
to qualify as mediums for advertis- 
ing as well as ballyhoo. 


> - F 


Eddie Cantor admits that he’s 
working on the air for Pebeco tooth- 
paste largely to repay the great debt 
of gratitude he owes the drug stores. 
But with six Cantorettes in the fam- 
ily, the drug stores are sure to get 
theirs, Eddie. 

a ae 


An advertising executive is quoted 
as saying that advertising should 
be “censured” before it appears. 
Maybe if it were, a lot of it would 
escape being censured afterwards. 


* F 


The new Cascarets are now being 
advertised, but the old-timers won’t 
know it. The product no longer 
offers to work while you sleep. 


7, FF 


ADVERTISING AGE is worried  be- 
cause researchers have found that 
coupon replies don’t always mean 
sales. But think what a big thrill 
the advertiser enjoys watching them 
roll in. 

7. 9 


Heinz has a new baby, and judg- 
ing from the reception already given 
her, she’s going to win a place as 
Shirley Temple's only rival. 

vvy 


Speaking of babies, that gorgeous 
girlie on the cover of Tower’s Home 
Magazine (advt.) can skate right 
into this column any time she feels 
thata way. 

vv¥$seeeegv 


A big feature of the Chicago fur- 
niture show is a combination bed 
and vanity. This is designed for the 
gal who has been too lazy to remove 
her make-up before starting to 
snooze. 

vvwey 


Akron brewers recently addressed 
an ad “to those interested in the 
purchase or sale of beer.” They 
might even have included those in- 
terested in drinking it. 


7 FF F 


“Don’t you want to captivate 
men?” McCall's girl is asked. This 
is another one of those unnecessary 
academic questions. 


* F 


“Can Packard really build a fine 
car for $980?” 
That’s what we're now going to 
find out. 
Copy Cvs. 


NOW WITH GETCHELL 


R. L. Hurst, left, and Louis W. 
Thomas, right, who have joined 
the New York office of J. Stirling 
Getchell, Inc., the former in an 
executive capacity, the latter in 


the copy department. Mr. Hurst 
was formerly with BBDO, and was 
at one time manager of that 
agency's Chicago office. Mr. 
Thomas was formerly with Lord & 
Thomas and Mitchell-Faust. 


GENERAL MOTORS 
HEADS MAGAZINE 
USERS FOR 1934 


P, & G. Second; R.J. Rey- 
nolds in Third Place 


Chicago, Jan. 17.—Running true to 
form, General Motors Corporation 
and its numerous subsidiaries spent 
more money for national magazine 
space in 1934 than any other organ- 
ization, the annual tabulation of 150 
leading advertisers, developed by 
National Advertising Records, re- 
veals. The G-M family spent $4,- 
584,944 for national magazine space 
during the year, compared with 
$3,703,011 in 19338. 

Procter & Gamble Company, sec- 
ond in 1933, maintained its position 
last year with expenditures of $2,- 
936,182, although this was somewhat 
of a decrease from the $3,249,080 it 
spent in 1933. R. J. Reynolds moved 
up to third place in the 1934 tabu- 
lation, with expenditures of $2,- 
799,654, replacing General Foods 
Corporation, whose $2,248,592 placed 
it in fifth position. 

Fourth place in 1934 went to 
Standard Brands, Inc., which occu- 
pied the fifth position in the 1933 
tabulation. This organization’s 1934 
magazine space bill came to $2,- 
710,843. Others in the first fifteen, 
in order, are: 

Lever Brothers Company, $2,239,- 
453; Chrysler Motors Corporation, 
$2,195,404; Lambert Company, $1,- 
965,819; Campbell Soup Company, 
$1,929,433; General Electric Com- 
pany, $1,628,630; Bristol-Myers Com- 
pany, $1,390,898; H. J. Heinz Com- 
pany, $1,171,444; Lamont, Corliss & 
Co., $1,164,008; General Mills, Inc., 
$973,555; and Swift & Co., $925,921. 


Little Change in List 


Twelve of the 15 1934 leaders 
were represented in the first 15 in 
1933, the three which broke into the 
group this year being Lamont, Cor- 
liss & Co., General Mills, and Swift 
& Co. They displace Colgate-Palm- 
olive-Peet Company, which was 
eighth last year, and has dropped 
to 21st; Pepsodent Company, which 
has dropped from 14th to 16th place; 
and Metropolitan Life Insurance 

(Continued on Page 29, Col. 4) 


Copeland Measure Gains 


Support of A.F.A. Board 


Will Work for Its Adoption, 
Group Decides at Meet- 
ing in Washington 


New York, Jan. 17.—Mingled feel- 
ings of surprise and disappointment 
characterized the first reaction of 
many advertisers to the announce- 
ment made here yesterday by the 
board of directors of the Advertis- 
ing Federation of America that they 
would support 8.5, the Copeland bill. 

However, after analysis of the 
situation and consideration of the 
motivating policies, a good number 
of the dissenters approved the 
board’s action and there are indica- 
tions that others will do likewise, 
say board members. 

The complete text of the board’s 
statement is as follows: 

“Active support for the new Cope- 
land food and drugs bill was decided 
upon by the board of directors of the 
Advertising Federation of America 
in a meeting Jan. 15 in Washington, 
D. C., with reservations only as to 
several points on which the group 
believes that clarification of lan- 
guage is desirable. 

“The Federation membership em- 
braces practically all interests in the 
advertising field, including many 
types of advertising mediums and 
both national and local advertisers. 


Follows Conferences 


“The Federation directors con- 
ferred with Senator Copeland and 
officials in the Department of Agri- 
culture before making the decision to 
encourage early passage of S.5, sub- 
stantially as introduced on Jan. 3, 
1935. Their action of yesterday is 
consistent with the attitude which 
the Federation has held toward the 
proposed legislation for extending 
federal regulation of the food, drug 
and cosmetic industries. 

“Members of the board believe that 
control of advertising in these indus. 
tries is essential for the elimination 


The Situation 


Rapid developments on all 
phases of food and drug legisla- 
tion took place this week on half 
a dozen fronts. Here is a brief 
summary of the situation: 


Advertising Federation board 
announces approval of Copeland 
bill. Page 1. 

Rapid passage of food and drug 
legislation forecast in Washing- 
ton as third new measure is in- 
troduced. Page 1. 

Food industry to back bill 
drawn by Charles Wesley Dunn 
and introduced by Senator Mc- 
Carran. Page 15. 

Proprietary Association reveals 
salient features of its own bill, in- 
troduced in the House this week. 
Page 17. 

American Medical Association 
lays down own platform for food 
and drug legislation. Page 22. 

Canners unite in opposition to 
A, B, C grade labeling; will fight 
for descriptive terms. Page 23. 


of false and misleading advertising 
of the type which is harmful to con- 
sumers and lowers the effectiveness 
of good advertising. The provisions 
of the Copeland bill, it was stated, 
should exert a constructive influence 
if enacted into law.” 

Officers and directors present at 
the board meeting were Edgar Kobak 
chairman of the A. F. A., vice-prest- 
dent, National Broadcasting Com. 
pany; Chester H. Lang, president of 
the A. F. A. and manager, publicity 
department, General Electric Com- 
pany; Gilbert T. Hodges, member of 
the executive board, New York Sun; 
Charles E. Murphy, New York attor- 
ney; John Benson, president, Ameri- 
can Association of Advertising 
Agencies; Frank Braucher, vice- 
president, Crowell Publishing Com- 
pany; Harry Tipper, executive vice- 
president, American Manufacturers’ 
Export Association. 

Earle Pearson, general manager, 
and Alfred T. Falk, director of the 

(Continued on Page 29, Col. 2) 


Last Minute News Flashes 


Seek Federal Law on Descriptive Labeling 
Chicago, Jan. 18.—Resolutions recommending provision for descriptive 
grade labeling not only in the canners’ code, but in federal legislation 
as well, were adopted at the closing session of the National Canners’ 


Association today. 


“Descriptive labeling is obviously self-explanatory, not only providing 
a basis by which the consumer may exercise judgment in buying, but 
aiding in enforcement of proper labeling,’ said the resolution. 


Bennett Bates to Lennen & Mitchell 


New York, Jan. 18.—Bennett Bates, who joined the copy staff of 
Blackett-Sample-Hummert, Inc., Chicago, last year, has resigned to take 


up similar duties with Lennen & Mitchell, Inc. 


Mr. Bates was formerly 


with the local office of Ruthrauff & Ryan, Ine. 


Tomlinson Joins Jerome B. Gray & Co. 
Philadelphia, Pa., Jan. 18.—Willard P. Tomlinson, formerly advertising 
director of Norwich Pharmacal Company, has joined the staff of Jerome B. 
Gray & Co., Philadelphia advertising agency, as account executive. 


Operation Fatal to Frank W. Harwood 


Tampa, Fla., Jan. 18.—Frank W. 


Harwood, vice-president of Donahue 


& Coe, Inc., New York, a former director and advertising manager of the 
American Tobacco Company and a past president of the Advertising Club 
of New York, died here yesterday after an emergency operation. He was 


53 years old. 


os 


Proprietary Association Intro- 
duces Own Bill; Total 
Now Three 


Washington, D. C., Jan. 17.—With 
the introduction this week of the 
third food, drug and cosmetic control 
bill, the consensus here is that con- 
siderable pressure will be put on 
Congress for early enactment of leg- 
islation providing for the regulation 
of advertising, labeling and selling 
of these types of products. 

The latest entry in this particular 
legislative race is the product of 
James F. Hoge, legal advisor to the 
Proprietary Association, and has that 
association’s endorsement. It was 
introduced in the House by Repre- 
sentative Meade of New York, and 
bears the designation H. R. 3972. 

The other two measures on the 
same subject now before Congress are 
the Copeland bill (S. 5) and the Mc- 
Carran bill (S. 580). The latter bill, 
introduced by Senator Patrick Mc- 
Carran of Nevada, is the handiwork 
of Charles Wesley Dunn and is ac- 
tively sponsored by the Associated 
Grocery Manufacturers of America 
and other organizations in the food 
field. It is said to have the support, 
also, of the American Pharmaceutical 
Association. 

All three bills have much in com- 
mon, in that they all provide for re- 
placing the existing pure food and 
drugs act with a new instrument 
which would regulate the advertising 
as well as the labeling of foods and 
drugs and would also cover cos- 
metics, but they differ from each 
other in several important respects. 
The salient features of H. R. 3972 
and S. 580 are outlined elsewhere in 
this issue, while provisions of the 
Copeland bill were given in detail in 
the Jan. 12 issue of ADVERTISING AGE. 


Copeland Has Inside Track 


While President Roosevelt has 
made no quotable reference to either 
Senator Copeland’s or Senator Mc- 
Carran’s proposals, he has neverthe- 
less indicated that he desires that 
the 1906 food and drugs acts be 
brought up to date. 

To Senator Royal S. Copeland, New 
York, sponsor of the original bill 
which failed of passage at the last 
session, the President expressed hope 
in a White House conference that a 
strong bill would be pushed through 
this session. 

The Copeland bill, which has been 
somewhat tempered from the original 
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measure drafted by Dr. Rexford G. 
Tugwell, Undersecretary of Agricul- 
ture, is said to be generally satis- 
factory to the administration. On 
the other hand neither the Pure 
Food Administration, Dr. Campbell, 
or Secretary of Agriculture Wallace, 
have at this writing definitely com- 
mitted themselves for one measure 
in preference to another. They have 
indicated to ApveRTISING AGE, how- 
ever, their very keen interest in the 
bills, but prefer to “await develop- 
ments” for the present. 

At the office of Senator Copeland, 
now chairman of the Commerce Com- 
mittee to which the first two bills 
have been referred, it is stated that 
Dr. Tugwell has not been consulted 
in reference to either of them, the 
Senators’ staff smilingly asserting 
that no plans are a-foot to learn his 
views. 

; Mr. Dunn declares that the Mc- 
4 Carran bill is a “supplemental bill 
; designed to correct and perfect the 
Copeland bill and thus to promote 
the best and a just revision.” He 
adds that “both bills have been de- 
signed to comprehensively revise the 
present act. They are each applicable 
to effectuate the major purposes of 
revision advocated by the govern- 
ment and approved by the subject in- 
dustries. They are effective to ex- 
tend the act to outlaw false adver- 
tising, to extend the act to include 


cosmetics, therapeutic devices and 
preparations to remedy a structural 
or functional bodily defect and to 
broaden the definitive provisions and 
to strengthen the administrative and 
enforcement features.” 

Senator Copeland believes that his 
bill will receive almost unanimous 
support by administration Congress- 
men. He has even forecast its pas- 
sage late in February or early in 
March. He contemplates no further 
hearings by the commerce committee, 
in view of last year’s lengthy discus- 
sions and the record of testimony 
taken. 

Senator Copeland noted, however, 
that he will give critics of his meas- 
ure, as well as proponents of rival 
bills an opportunity to discuss their 
ideas with him privately. He added: 
“We're not going to weaken the bill. 
The idea is to strengthen it.” 


Lawless to Macfadden 


Robert W. Lawless, formerly as- 
sociated with the New York Daily 
News as assistant to Leo McGivena, 
has joined the promotion staff of the 
Macfadden Women’s Group and of 
Photoplay Magazine. 


Move New York Office 


New York offices of The United 
States News, Washington, D. C., have 
been moved from 280 Broadway to 
247 Park Ave. 


Leaves Southern Bureau 


E. Davis McCutchon has resigned 
as manager of the Better Business 
Bureau of New Orleans, and Fred 
I. Meyers, formerly sales manager 
for Reuter’s Seed Company, has 
been named as his successor. Mr. 
|MecCutchon will remain with the bu- 
reau for a time to complete a num- 
ber of projects. Mr. Meyers will con- 
tinue as instructor of advertising at 
Tulane University. 


Yeast Series on Air 


The lIronized Yeast Company is 
sponsoring a new three-a-week series 
featuring Whispering Jack Smith 
and his 12-piece orchestra, over an 
NBC-WEAF network, from 7:15 to 
7:30 p. m. EST, each Tuesday, 
Thursday, and Saturday. The pro- 
gram was inaugurated Jan. 15. 


Reduces Color Rate 


Colorgravure at a page-rate pre- 
mium of 18 per cent over monotone 
rotogravure is now being offered in 
the Sunday edition of the New York 
Times. The new rates are $5,000 for 
one page, and $4,750 for each of 
three pages in one year. 


Joins Outdoor Agency 


Lucille B. Fisk, formerly executive 
secretary of the American Home 
Magazine Publishers, and more re- 
cently with Outdoor Life, has joined 
the Chicago office of the Outdoor Ad- 
| vertising Agency of America, Inc. 


ore and better 
Recognition! — 


———— 


In the past sixty days advertisers have in- 
vested two and one-half times as much 
money in The Quality Group Magazines as 
in any similar period in the past four years 
* sk x & Convincing recognition of the im- 
portance of The Age of Plenty Market repre- 


sented by the readers of these four publications. 
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HE QUALITY GROUP 


HARPERS MAGAZINE 
CURRENT HISTORY 


597 FIFTH AVENUE, NEW YORK 


SCRIBNER’S MAGAZINE 
FORUM MAGAZINE 


TOTAL ADVERTISING OF THE FIRST FIFTY NEWSPAPERS 
(Both Six-Day and Seven-Day) 


As measured by Media Records, Inc. 
1933 and 1934 


Lines 
1933 1934 

Be ES I EFC CPE OTE TEL OT Pe OPEC e 19,916,365 20,243,376 
2. EE se die bee ew es oe Gen 17,299,293 18,378,352 
3. i oc 6 oko Sed ae ORES CRESS OO 15,223,401 16,956,767 
4. I ra 55 oh a gig wel lam: Geo tace ew aan ook 14,209,772 16,838,031 
5. ee ee ke Cee eee es bee 15,801,051 16,723,781 
6. ee nes Cote ss ake Cee bee és hs 13,914,704 15,850,879 

ee ee ee ed eked 14,192,587 15,724,006 

a ee 14,320,005 15,358,654 
a re aa oa 6s eek 6.0 Aw be wwe 13,785,491 15,087,205 
8. i ee rN. os cescaseeebeaee eeu 13,356,590 14,587,214 
9. Pittsdurage BUM-TOlOSraMh .. 0. cicscccccvccses 12,638,955 14,306,334 
10. re ee oo on ban eek bob eee 5 11,195,451 13,633,401 

I I ts gs So ee ea ee ee hw eat 12,425,646 13,221,493 
11. *Newark News (not measured in 1933)........  ..seeeee 13,210,334 
12, I aca y se aah Aid gbts obae ee oe 11,686,371 12,816,016 
13. I ci ar lee ee eee 12,391,775 12,743,188 
14, New Orleans Times Picayune & States........ 11,282,247 12,700,559 
35. OW TOPE BOOTIE THIDURG. occ ciccsccccscccess 11,203,082 12,695,996 
i6. I I, ee ea a Wd wk Ose wee 10,669,274 12,693,043 
3 rrr 11,925,528 12,608,736 


18. *Hartford Times 


20. Philadelphia Inquirer 


a Bc er ee ere 
23. *Providence Bulletin 


24. *Chicago Daily News............ 
25. *New York World-Telegram..... 
26. Dallas Times Herald............ 
27 *Akron Beacon Journal.......... 
28. Los Angeles Examiner.......... 


29. Chicago Herald & Examiner..... 


30. New York American............ 
31, Philadelphia Record ........... 
32. |. ARS ee ee 
33. a. rere 


34. *Boston Traveler 
35. *Cleveland Press 
36. *Buffalo News 


57. I I og ac i Wid vo be 86 0% 

*Montren) Lae Presse... .. 05.0500: 
38. Cleveland Plain Dealer.......... 
39. San Francisco Examiner........ 
40. *Philadelphia Bulletin .......... 
41. ee eer ee 
42. ae ee 
43. Memphis Commercial Appeal.... 
44. eee aera 
45. Rochester Democrat & Chronicle 
46. *Cincinnati Times-Star ......... 
47. New Orleans Item-Tribune...... 
48. Omaha World-Herald .......... 
49. ARPon Timee-Prese ....oi ss cccss 


50. Oakland Tribune 


*Six-day paper. 


19. Baltimore American & News Post............ 


21. *Philadelphia Evening Public Ledger......... 


11,695,941 
12,621,708 
10,980,324 


12,583,388 
12,535,783 
12,517,609 


11,669,585 12,390,633 
eee ere 11,978,003 12,253,852 
DSLER ADORE 10,812,176 12,194,854 
er ee ree 12,326,011 12,193,804 
iia eatee ae 11,323,761 12,083,672 
aw ib aml elaete cee 10,956,755 11,975,054 
irks Sie by ial 10,175,761 11,945,778 
swrad wae ota 10,492,020 11,808,706 
Sched a carb eke 11,042,285 11,734,251 
Ceictaenreeee 10,735,077 11,605,586 
exehastteevds 9,549,052 11,406,711 
Roun abla oan oan 10,088,206 11,382,854 
ere es 8,791,235 11,348,582 
See koa gis ak 10,157,169 11,263,821 
er eee ee 9,919,386 11,125,311 
$teserwase eas 10,409,366 11,112,971 
err rer eee ee” 8,795,005 11,078,966 
Leseecee ners 10,585,605 10,954,068 
eee Tee re 9,444,996 10,943,709 
in sited alae aa adeaa sede 10,201,152 10,935,263 
a ee 9,693,157 10,673,430 
penusudes 10,059,295 10,661,524 
A eee eee 9,844,676 10,587,693 
er ee ee 8,216,747 10,396,710 
ace ccee een 9,200,944 10,325,675 
ee Se 9,325,954 10,286,592 
cehee deh oewee 9,271,300 10,104,286 
Rate Gilet hick etka 8,929,329 9,748,260 
Tee ee Pee 9,381,758 9,747,664 
aE ee re 7,880,364 9,709,567 
SECs oe oss 9,045,997 9,686,173 


Use Drawings 
By John Held 
In Bab-O Copy 


New York, Jan. 17.—The_ bath- 
room will continue to be the focal 
point in the new campaign to be 
launched in March by B. T. Babbitt, 
Inc., but it will be treated humor- 
ously by one of the country’s lead- 
ing cartoonists, John Held, Jr. 

Typical of the illustration subjects 
in the new campaign will be old 
fashioned bathrooms, depicted in 
Held style, showing mothers bath- 
ing children and introducing mirth- 
provoking incidents and gadgets of 
an earlier era in bathing technique. 

Ever since Bab-O was introduced 
in 1925, the Babbitt advertising 
campaigns have pivoted around the 
idea that cleanliness at home starts 
in the bathroom. Even though the 
Held treatment is being employed, 
the company ‘will continue to use 
photographs of beautiful bathrooms 
for some of its messages on cleanli- 
ness and sanitation. 


Miss Bab-O Continues 


Bab-O insertions will run from 
200 to 800 lines in newspapers of 
all the major cities and in many of 
the secondary cities throughout the 
country. The Held cartoons will ap- 
pear only in those insertions above 
400 lines, except in the small adver- 
tisements which are scheduled for 
Cosmopolitan. The company will 
continue to sponsor Little Miss 
Bab-O (Mary Small) in a Sunday 


afternoon “surprise party” each week 


over the NBC-WEAF Red Network. 
This starts her second year. 

Retail grocers are being supplied 
with a new island display stand, 
free upon request. The campaign is 
handled by the Peck Advertising 
Agency. Henry W. Flexner is Bab- 
bitt’s advertising director. 


Radio Code Authority 


Withdraws Amendments 


Withdrawal of three proposed 
amendments to the radio broadcast- 
ing code was announced this week 
in a letter to Deputy Administrator 
W. P. Farnsworth, from James W 
Baldwin, executive officer of the code 
authority. 

The proposed amendments would 
have prohibited special discounts on 
radio broadcasting facilities sold in 
combination with other advertising 
mediums, discarded the discount 
rates for “run of schedule time” an- 
nouncements, and provided a manda- 
tory assessment clause in the code 
budget. 


Joins New York Agency 


Fred Fleischman has joined the 
staff of Badger and Browning & Her- 
sey, Inc., New York advertising 
agency. He will devote his time to 
copy and contact. 


Is 50 Years Old 
Drug Topics, New York, newspaper 
for retail druggists, celebrated its 
50th anniversary this week. Until a 
short time ago the publication was a 
magazine. 


Muench Office Expanded 


C. Wendel Muench & Co., Chicago 
advertising agency, have expanded 
their offices to include an entire floor 
at their present location, 210 E. Ohio 
St. 


Rotogravure is staging a real come- 
back because the rate differential 
is so low, especially in 


Metropolitan. 


Baltimore Sun—Buffalo Times—Chicago 
Tribune — Cleveland Plain Dealer — 
Detroit News—New York News—Phila- 
delphia Inquirer — Pittsburgh Press — 
St. Louis Globe-Democrat—W ashington Star 


‘Weekly 


Circulation: 
5,322,715 families 
16,000,000 readers 
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ADVERTISING AGE 


The Mortons have been electrified 
these many years. They have irons 
and curlers, refrigerators and 
toasters. heaters in winter, fans in 
summer and so on. This “outlet 
consciousness” makes them good 
customers for new equipment and 
replacements. Which brings us to 
the point: The Mortons are only 
one of the hundreds of thousands 
of modern families who read the 
Chicago American every night. 


No other paper in Chicago controls 
as many young, progressive fam- 
ilies as the American. For the 
most part, its circulation is made 
up of men and women in their 30’s 
and 40’s—the age group that, 
economists say, are earning the 
bulk of America’s income. Experi- 


the MORTONS are up on their 


ence should tell you that such 
people are The Leading Americans 
in today’s consumer market. 


You can be certain that what was 
good enough for their fathers and 
mothers is not good enough for 
them. As modern young people, 
they value convenience and com- 
fort highly, and are willing to pay 
for them. But, by the same token, 
they’re much too smart to guess 
about anything. So it’s up to you, 
Mr. Advertiser, to keep them up- 
to-date on current events. 


If you’re seeking the most profit- 
able outlet for your appliances, 
advertise to the Mortons and the 
largest active circulation in Chi- 
cago! Then watch your sales rise! 


CHICAGO AMERICAN 


. »- more Buying Power to you 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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AIR NEW TRENDS 
IN RETAILING AT 
DRY GOODS MEET 


Retail Selling Changing 
Status, Is Belief 


New York, Jan. 17.—Retailers as 
well as national advertisers are 
aware of the critical attitude of 
many legislators and part of the 
public toward advertising, and are 
considering methods of improving 
its effectiveness, it was revealed 
this week in several addresses at 
the sales promotion meetings of 
the National Retail Dry Goods As- 
sociation at the Hotel Pennsylvania. 

Current criticism of advertising 
was also a topic of discussion at the 
general sessions of the association's 
24th annual convention. Perhaps 
the most definite in his statements 
on the subject was Benjamin F. 
Sisson, vice-president and secretary 


of Sisson Brothers-Weldon Company, 
Binghamton, N. Y., store. 

“Every store,” said Mr. Sisson, 
“has its own ideals and its own 
individual problems, but I adhere 
strongly to the belief that one of 
the most potent factors that a store 
can have working in its favor to 
promote sales is to have and de- 
serve to have the confidence of the 
public in its policies, in its merchan- 
dise, and in the truth of its adver- 
tising presentation.” 

The tendency of some merchants 
to consider point of purchase sales 
promotion in terms of store-wide 
special sales was criticized by Mr. 
Sisson, who advocated that mer- 
chants stress style and quality 
angles, as automobile manufactur- 
ers, who feature price, dramatize 
style points and quality features 
first. 

Basement Buyers 


New trends in national affairs are 
changing buying habits and call for 
special consideration in building 
sales promotion plans, Mr. Sisson 
said, pointing out that there are 
20,000,000 people living on small 
weekly allowances from relief or- 
ganizations. 

Stores can benefit from their trade 
in basement and downstairs depart- 
ments, he said, and advertising 
should be addressed to this body of 


potential customers. Mr. Sisson de- 
clared that sales taxes in many com- 
munities are proving to be the an- 
tithesis to sales promotion. 

A change in the point of view 
regarding the purpose of retailing 
was forecast by R. G. Parker, as- 
sistant sales director and advertis- 
ing manager of W. T. Grant Com- 
pany, in a talk on “Why We Set Up 
a Promotional Plan and Then Buy 
to It.” 

Mr. Parker based his discussion 
on a statement by Kenneth Collins, 
assistant to the president of Gimbel 
Brothers, New York, to the effect 
that if the great crisis in the coun- 
try’s economic life is the result of 
faulty distribution of goods, a more 
competent retail structure is needed. 

Much of the blame for such 
faulty distribution may well be 
placed, Mr. Parker said, on the fail- 
ure of prices of finished goods on 
the retail counter to keep step with 
the decline in the manufacturers’ 
prices or prices set by those en- 
gaged in distribution. 


New Sales Promotion Job 


While cost of production has 
dropped with the use of machines, 
the price of the products has re- 
mained relatively high at retail 
counters, because retailers have re- 
garded their function as _ selling 


On New Year’s morning, 1935, The Des Moines Regisier and 


Tribune was the 


service. 


only Iowa newspaper to inaugurate Wirephoto 


Immediate popular approval greeted pictures flashed at the speed 


of light from 24 American key cities on a 10,000-mile coast to coast 


circuit. 


Hundreds of thousands of lowans became more eager Des 


Moines Register and Tribune readers—other thousands became new 


readers. 


Wirephoto demonstrated itself no experimental fad. 


Daily it 


brought dozens of up-to-the-minute news pictures as fast as the 


news itself. 


as they read it through circulation gains. 


Readers proved their appreciation of SEEING news 


Sole possession of Wire- 


photo equipment in Iowa gives The Des Moines Register and Tribune 


a decisive superiority in reader interest over newspapers not so 


equipped. 


Intensified reader interest plus added circulation equals velvet to 


advertisers already reaching more than a quarter million able to buy 


Iowa families through The Des Moines Register and Tribune. 


THE DES MOINES 
REGISTER AND TRIBUNE 


DAILY 261,076 A.B.C. SUNDAY 252,092 
Lowest Milline Rate in Iowa. Daily $1.91—Sunday $1.98 


REVAMPED "CATALOG" IMPRESSES DEALERS 


WET PRUE 
ADHESIVE TAPE 


Here are typical pages from an old Bauer & Black catalog and the 


RAVER ANE & 
WET.PRUF 
ADHESIVE TAPE 


new one, which isn't even called a catalog, but which, possibly for 


that very reason, seems intensely popular with dealers. 


(Story on 


Page 16). 


something already made rather than 
trying to buy what their commu- 
nities need. 

“The next decade is going to see 
less and less of mere selling and 
more and more of buying to meet 
demand,” Mr. Parker prophesied. 


| “We are going to see fewer ‘sales’ 
;}as a means of moving merchandise. 


Instead we are going to see more 
and more buying to plan—and in- 
creased volume and profits on the 


| part of those firms who plan first 


and buy afterward.” 

As an illustration, he told how a 
plan made to sell a certain type 
of dress for which the firm had 
acquired a reputation was based on 
interviews with customers as_ to 
styles, materials, seasonable prefer- 
ences and other details. The plan- 
ning was done well in advance to 
permit the advertising department 
to function on circulars, advertise- 
ments, car cards and other tie-ins. 


|The advance work enabled buying 


a certain cloth, taking advantage 
of a low raw market, having it con- 
verted in slack months and at fa- 
vorable locations to make a profit- 
able mark-up, instead of the ten per 
cent required by the retail code, and 
featuring the event when the cus- 
tomers were ready to accept it. 


Not a Magician 


Contributing to the welfare of the 
country as a whole as well as assur- 
ing the success of the event, such 
advance planning points a way to a 
new responsibility for the sales pro- 
motion man, Mr. Parker asserted. 

“Under such plans,’ Mr. Parker 
continued, “he will cease to be a 
mere magician, expected to take a 
given quantity of merchandise and 
by magic formulas and the marvels 
of advertising make the public want 
and buy it. He will cease to be a 
doctor called in only when a de- 
partment or store is sick and needs 
a purge.” 

John Wood, vice-president, sales 
and publicity director of B. Altman 
& Co., New York, decried the loss 
of the store-wide viewpoint in sales 
promotion which such pioneer mer- 
chants as John Wanamaker, Frank- 
lin Simon and Benjamin Altman had. 
To put into effect one complete idea 
from the original thought to the 
actuality, without dilution and loss 
of enthusiasm involved in detailing 
responsibility for it to several exec- 
utives, is of utmost importance in 
today’s competitive situation, he 
said. 

Much Deadwood 


Andrew Connolly, publicity direc- 
tor of Joseph Horne Company, Pitts- 
burgh, declared there is much dead- 
wood in sales promotion activities. 
His discussion was in the form of 
a long series of questions challeng- 
ing current advertising practices. 

“Cost-to-sell is one of the big 
problems of present day retailing,” 
he stated. “Gross margins are not 
likely to increase in the face of 
modern competition. If anything, we 
are going to bring our overhead 
down still further as time goes on. 


So watching costs is a job for all 
of us. 
Costs Must Be Studied 


“We justified higher advertising 
costs during poor times, in the be- 
lief that business must be purchased 
at any cost; but we cannot continue 
to justify these high percentages 
with rising sales volume. Now is 
the time to bring our advertising 
costs into line with sound operation 
figures.” 

Mr. Connolly warned against hesi- 
tation to spend promotional funds 
courageously, and pointed out that 
in some cases retrenchments in pro- 
motional expenditures may have 
gone too far, as in the case of in- 
stitutional advertising. Scrutiny of 
expense and efiectiveness must be 
continued to justify procedure in 
terms of results. 

The speaker speculated on the ad- 
visability of a “disarmament con- 
ference of advertisers” for those 
who had been using more space and 
larger illustrations than were re- 
quired to tell a story effectively. 


Start New Publications 

Three new publications to be pub- 
lished by Diesel Publications, Inc., 
are Diesel Engineering, covering ap- 
plication of the Diesel engine to in- 
dustrial power plants, etc.; Ameri- 
can Motorship, covering the applica- 
tion of the engine to ships of vari- 
ous kinds; and Diesel Engineering 
Manual, an annual for use by stu- 
dents, correspondence schools, and 
engine operators. Operations. will 
not be effective at the new quarters, 
2 W. 45th St., New York, until 
March 1. 


Engage Marquis 

Francis Marquis has been engaged 
by the recently formed Knitwear 
Corporation to stage the knitted 
outerwear exhibit and fashion show 
to be presented at the International 
Trade Fair in Grand Central Palace, 
New York, Feb. 4-9. 


LESS THAN 
THREE MILLS 


That’s all it costs to reach 
each of the 575,000 men read- 
ers of National Sportsman and 
Hunting & Fishing Magazines 
—less than 3/10 of a cent. 
We're not asking you if you 
ean afford that much to con- 
tact a free-spending prospect 
with better-than-average in- 
come and buying power. 
We're asking if you can afford 
to pass him up? 


NATIONAL SPORTSMAN, Inc. 


108 Massachusetts Ave. 
Boston, Mass. 
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Somzwuzne over the hill is the poorhouse. 
Bleak symbol of all that is barren, of hope lost, of 
confidence destroyed. For five fear-bound years, 
the poorhouse has been a national phantom. Social 
agitators, the long-haired and the wild-eyed, saw it 
sheathing us all in its shadow. The rich and poor 
alike feared it with an unreasoned fear. The poor- 
house was America’s phobia. 

And then, almost without knowing it, America 
has passed over the hill—and found no poorhouse! 

Rising purchasing power is laying the ghost of 
poverty. People are no longer afraid of the poor- 
house. The only poverty business need fearnowisthe 
poverty of impoverished minds—too poor to think 
up new ways to sell, too timid to try, too cautious 
to reach, too backward looking to look forward, 
too fearful or too stagnant to seek—and find new 
avenues, new approaches, new wealth! 

For America has money again! Not as much as 
we had in 1929. But BILLions of dollars more than 
in 1933! 

The Brookmire Economic Service estimate that 
the 1934 income of the American people will be 
about $58,500,000,000. In 1933 their estimate was 
$49,500,000,000. The increase of $9,000,000,000 
can turn your bookkeeper’s ink from red to black! 


You need no magician’s wand to find the 
new wealth. It scatters over forty-eight states. You 
find it in the fishing towns of Maine, on lonesome 
Texan ranches, in the sooty industrial cities of the 
Susquehanna. But you can save yourself time and 
shoe leather by finding the largest rainbow pot in 
New York! Within the shadow of the skyscrapers 
are some 12,000,000 people, about 10% of all 
people in all the United States. Their share of the 
increase is some $g00,000,000! 

With NINE HUNDRED MILLION DOLLARS more to 


OVER THE HILL 


. . . but not to the poorhouse! 


spend, these folks in metropolitan New York can 
do a lot of spending! 

What can they do for you? 

If you make motor cars—their raise alone can 
buy 1,000,000 new automobiles, at $900 per car! 
The new money will buy 107,142,857 tires at $8.40 
each—enough to put 73 new tires on every car in 
New York! 

If you make oil burners—New York’s excess 
spending money could buy 1,058,823 burners, at 
unit prices of $850. Or if New York customers 
prefer $149.50 refrigerators, they could buy 
6,020,066 more refrigerators than last year! 

Radios at $119.50 could get 7,531,380 more 
sales. The new money available would buy up all 
the oriental rugs in Bagdad—could pay spot cash 
for 2,278,481 orientals at $395 each. If New York 
wants to travel, the extra money will buy 10,588,- 
235 trips to Bermuda at $85 per trip. 

Department stores can give cash registers 
stomach trouble! New York’s increased purchasing 
power will buy 2,250,000 furniture suites at $400 
per suite, or 15,652,173 washing machines at 
$57.50, or 211,764,710 pairs of gloves at $4.25 per 
pair. If New York chooses to spend for $29.75 
dresses—it could afford 30,252,100 more than last 
year! At $7.50 per pair, New York could buy 
120,000,000 more pairs of shoes. The increase spent 
in liquor would buy 180,000,000 bottles of $5 
champagne, or 201,342,281 bottles of twenty-year- 
old brandy at $4.47. The new cash could buy 
181,818,181 blankets at $4.95, or 461,538,461 
lingerie sets at $1.95, or 918,367,340 yards of 
chintz curtains at 98c per yard! 

New York druggists could sell to this increased 
income 300,000,000 compacts at $3.00, or 5,294,- 
117,640 bars of 17¢ facial soap, or 461,538,461 
bottles of scent at $1.95 per bottle. 


The grocer gets a better break. If the increased 
purchasing power goes into Roquefort cheese at 
63c a pound—New York grocers could buy 
1,428,571,420 pounds of Roquefort. The new 
money would buy 2,903,225,800 pounds of Chase 
& Sanborn at 31c, or 5,000,000,000 cans of turtle 
soup at 18c. If New York fancies Jell-O at 3 for 
17c, it could buy 15,882,352,920 packages more 
than in 1933. Quaker Oats at 8c could get 
11,250,000,000 new package sales. Or if all the 
money went to Mr. Wrigley at a penny per stick 
—he’d sell 90,000,000,000 more sticks of gum! 


"Tuerr is money enough in New York for 
everybody. Nobody can get all of it—and nobody 
in his right mind would try! But everybody doing 
business in the New York market should try! Some 
of New York’s $900,000,000 increased purchasing 
power is yours for the asking—but you must ask! 

If you’re wise, you’ll ask for it through The 
News. The News is the one medium most of New 
York reads. It reaches more than 1,600,000 fam- 
ilies. It is read by two city families in three, and 
more in the suburbs than any other medium. It 
does a larger selling job in less time, misses less of 
the market, and delivers a larger part of sales. It 
alone taps most of the new purchasing power— 
because only its audience has most of it to tap! 
Don’t let another year go by on such an oppor- 
tunity. The market is here—with the cash! The 
medium is here—with the customers! Start your 
sales curve upward—soon! 


THE_§ NEws 


NEW YORK'S PICTURE NEWSPAPER 


220 East Forty-sEconD STREET, New York Crry 
Tribune Tower, Chicago - Kohl Bldg., San Francisco 
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ADVERTISING AGE 


January 19, 1935 


NEW SPEEDRY INK 
FOUNTAIN 10 AID 
COLOR PRINTING 


Speeds Presswork on Color, 
Monotone Gravure 


New York, Jan. 17.—Promising 
great speed in printing and uni- 
formity in color, the new Speedry 
enclosed ink fountain will be put 
into operation for the first time soon 
in rotogravure presses designed es- 
pecially for the new process, mark- 
ing what is said to be the greatest 
advance made in this type of print- 
ing in at least ten years. 


On presses to which it has been 
adapted, its performance has been 
amazing, it is asserted. In the light 
of this experience of more than a 
year, some gravure printing men 
anticipate that in the course of the 
next several years half or more of 
the country’s newspapers and mag- 
azines may be printed by the grav- 
ure method. 


The Speedry process has become 
a subject of high interest in the 
advertising and publishing fields re- 
cently partly because it will be used 
by the New York Daily News, which 
is installing new gravure presses 
with speedy equipment after an ex- 
haustive survey made by their en- 
gineers both in Europe and the 
United States, in a $1,000,000 addi- 
tion to its Brooklyn plant, and by 
This Week, gravure weekly maga- 
zine which will make its initial ap- 
pearance in 21 newspapers Feb. 24. 


Is Hermetically Sealed 


The process and patents on the 
new ink fountain, the invention of 
Adolph Weiss, were acquired some 
18 months ago by Alco Gravure, 
Inc., after careful investigation by 
patent attorneys who passed on the 
validity and basic application un- 
derlying all inventions on the foun- 
tain and process. 


Alco organized a new company, 
the Speedry Gravure Corporation, 
for the development and promotion 
of the fountain. F. M. Bender, vice- 
president in charge of Alco opera- 
tions, is president of the subsidiary. 
M. R. Pellissier, prominent in tech- 
nical advancements of rotogravure 
for many years, is doing special 
work in connection with the launch- 
ing of the new process. 


The outstanding advantages will 
be speed and uniformity of color. 
As to speed, old presses equipped 
with Speedry enclosed fountains as 
attachments have printed more than 
20,000 eight-page, four-color news- 
paper supplements per hour. The 
web traveled 950 feet a minute. 


Maintain Uniform Color 


In presses designed specifically 
for the new ink fountains, this rec- 
ord may be broken. Speedry exec- 
utives think that the way is now 
paved for doing four-color work as 
fast and as accurately as mono- 
tone gravure. Later closing dates 
for the publication will be one of the 
results. 

A very important feature of the 
Speedry fountain is declared to be 
its ability to maintain uniform color 
from the beginning to the end of 
the run. This is because evapora- 
tion is held to a minimum. The 
ink is in constant motion and no 
additions are required, such as the 
repeated replacement of basic Xylol 
in open fountain gravure work to 
compensate for solvent loss. These 
additions tend to change the color 
of the ink. 

The Speedry ink fountain is en- 
tirely closed except for the slit 
through which the ink is applied to 
the roll. It can hold 75 gallons, but 
so far in the press adaptations at 
the New York and Chicago plants 
of Alco Gravure, the only plants in 
the country at present equipped with 
Speedry, about 40 gallons are used. 

Motor driven pumps beside the 
presses keep the ink constantly cir- 
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These four advertisements for Lifebuoy and Rinso, products of Lever Brothers Company, all appeared 

on the same day last week in newspapers in widely separated cities. The two on the right are fairly typical 

of the strip copy for these two products which has been appearing widely for some time. Those on the 
left, utilizing a newer approach, are built around jingles and light, humorous drawings. 


culating under pressure. When 
more is needed, it can be drawn 
from closed barrels without chang- 
ing the mixture in the fountain, or 
stopping the presses. 

Hermetic sealing entirely changed 
the nature of the ink which could 
be used. It is possible now to use 
driers and fillers that evaporate 
much more quickly than formerly. 
The ink used by Alco dries so 
quickly that a drop evaporates in 
a fall from arm height to the floor. 

Quick drying makes it possible to 
cut down the space traveled by the 
web between impressions. In the 
case of the adapted presses in the 
New York and Chicago plants of 
Alco Gravure, the distance was re- 
duced from 29 to 14% feet and in 
the new presses designed specific- 
ally for the Speedry process, this 
may be diminished still more. 

One of the many interesting side- 
lights on the Speedry process is 
that tests to date show that the 
faster the work is run through the 
presses, the better seems to be its 
quality. No explanation has been 
found for this strange fact. 


Interview Male 
Movie Stars on 
Colors for Lips 


New York, Jan. 17.—What the 
masculine movie star thinks of col- 
ored lips is believed likely to influ- 
ence a large number of women this 
year after the George W. Luft Com- 
pany gets its new campaign on 
Tangee lipstick into action in about 
36 magazines. 

The three-way comparison used 
last year in Tangee’s war against 
“painted lips” reappears in the new 
campaign, which is being prepared 
by Cecil, Warwick & Cecil, Inc. Tan- 
gee advertising, further impressing 
on the public mind the claim that the 
product, orange colored in the stick, 
is not paint, will continue to com- 
pare photographically lips that are 
untouched, those that are “painted” 
and those that are treated with Tan- 
gee to intensify their natural color. 

A trend away from the bright red 
lipstick is noted in the advertising. 
Film stars are quoted as saying that 
as males who work with women 
whose use of lipstick and make-up is 
a part of their professional duties, 
they de not care for those who give 
their lips a brilliant, artificial ap- 
pearance. 

Among the magazines on the list 
are Cosmopolitan, Hollywood, Home, 
Love & Romance, Modern Romances, 
Modern Screen, Motion Picture, Movie 
Classic, Movie Mirror, Mystery, New 
Movie Magazine, Photoplay, Radio- 
land, Radio Mirror, Radio Stars, 


Screen Book, Screenland, Screen 
Play, Serenade, Silver Screen, True 
Confessions, True Experiences, True 
Romances, True Story and Tower 
Radio. In addition, 11 other maga- 
zines are scheduled. 

A broadcast over a national hook- 
up of NBC stations started this week 
features the Hollywood angle in pro- 
grams of film colony news. 


R. C. A. Requests 
FCC Decision on 
Newspaper Rates 


Washington, D. C., Jan. 17.—The 
Radio Corporation of America has 
asked the Federal Communications 
Commission for a ruling on the 
legality of “contract press” rates 
requested by large press associa- 
tions. 

Large users have informed R. C. 
A. that “volume press” or “contract 
press” rates are offered by competi- 
tors in the international field of 
communications, the corporation 
states in a supplemental brief filed 
in anticipation of hearings on tele- 
graph rates in March, but R. C. A. 
has declined to establish such clas- 
sification of service because it be- 
lieves it would be discriminatory and 
illegal. 

The reduced press rates which 
newspapers request would be based 
on large volume, usually in excess 
of 500,000 press words per annum, 
during a specified period, the con- 
tracts to include outgoing and in- 
coming press matter in the interna- 
tional field. 


Policy Holders 
Talk in Matual 
Company’s Copy 


New York, Jan. 17.—The first na- 
tional advertising of the Mutual 
Benefit Life Insurance Company of 
Newark, N. J., will appear next week 
with the first of a series of state- 
ments about the company and its 
services by prominent persons who 
are included among its policy 
holders. 

The campaign will appear in Col- 
lier’s, Saturday Evening Post and 
Time. Insertions will be made once 
a month in half-page size. In charge 
of the campaign is the Charles 
Dallas Reach Advertising Agency, 
Newark. 

With a straight appeal to busi- 
ness men, the copy will consist 
chiefly of the quoted statement, in 
which the prominent policy holder 


will voice his satisfaction with his 
Mutual Benefit insurance, the com- 
pany’s service, its financial record 
and strength, standing in the field, 
and performance. 

First of the policy holders to 
speak in this way will be A. Harry 
Moore, former governor of New 
Jersey and at present United States 
Senator from that state. The Febru- 
ary advertisement will carry a mes- 
sage from W. L. Batt, president of 
SKF Industries, Inc. 

A section in each advertisement 
will treat of some specific feature 
of the company’s service, such as 
“life insurance as a good property 
investment” and “life insurance as 
a means of providing retirement in- 
come.” 


Williams Makes 
Trial Offer in 
Oil Burner Copy 


(Picture on Page 31) 

Chicago, Jan. 15.—Taking a leaf 
from the promotion pages of the gas 
industry, which has used the “free 
trial installation” of gas equipment 
for home heating to good advantage, 
Williams Oil-O-Matic Heating Cor- 
poration, Bloomington, IIll., used a 
full color page in Sunday’s Chicago 
Tribune to reveal that Chicago house- 
holders may now test the efficiency 
of Oil-O-Matic heat without cost or 
obligation. 

“We will install a Williams Oil-O- 
Matic in your. present heating 
plant without one penny installation 
charge,” the copy reads, in part. “No 
money down—you invest nothing. 

. . Then if you are not completely 
satisfied we will remove the Oil-O- 
Matic at our expense and replace 
your former heating equipment in 
good order. ... 

“Under this generous trial offer all 
that you pay will be a nominal rental 
for the burner—as low as $8.90 a 
month for the home of average size. 
But, if you decide to purchase your 
Oil-O-Matic, the rent you have paid 
will apply on the purchase price.” 

The offer was restricted to homes 
in the Chicago metropolitan area, 
and to those whose heating plants 
can secure approval from the com- 
pany’s heating survey inspector. 


Studios Combine 


Modern Art Studios, Inc., and E. 
W. Calvin, Inc. have merged, now 
operating under the name of the for- 
mer. The organization produces ex- 
position exhibits and window and 
mechanical features, and designs and 
builds itinerant displays. It main- 
tains quarters at 475 Fifth Ave., New 
York; 4234 Drummond PIl., Chicago, 
and Balboa Park, San Diego, Cal. 


FIVE PAINTINGS 
GLORIFY SWIFT 
ANNUAL REPORT 


Chicago, Jan. 17.—With the cold 
figures common to such _ reports 
given life and purpose by five mag- 
nificent paintings, the 50th anniver- 
sary year book of Swift & Co., Chi- 
cago packers, has been distributed 
to thousands of stockholders, 

The paintings, four of which were 
produced by noted Chicago artists, 
illustrate the evolution of the meat- 
packing industry in general and of 
Swift & Co. in particular over the 
span of a half-century. The inside 
front cover of the report shows the 
small and commonplace frame build- 
ing in which G. F. Swift began his 
operations in 1885, while the inside 
back cover presents a_ bird’s-eye 
view of the mammoth Chicago plant 
today, consisting of numerous large 
buildings which comprise a small 
city. 

The first of the five paintings re- 
produced in the booklet shows the 
Scottish Highland cattle which were 
the progenitors of the American 
breed. The second painting, exe- 
cuted by Phil Lyford, shows “Land- 
ing Devon Cattle in Massachusetts,” 
the first well-defined importations 
of cattle, in 1624. 

The third, by ‘Doc’ Charleston, 
portrays a “Stampede of Long 
Horns,” the type of Texas cattle 
which was imported into Mexico 
from Spain in 1521. The fourth, by 
George Rapp, pictures a modern 
livestock farmstead, where the suc- 
culent meats of 1935 _ originate, 
while the fifth, the work of Frederic 
Mizen, is labeled, “The Hope of Fu- 
ture for Livestock and Agriculture.” 
This painting is a portrait of three 
4-H Club winners and one of the 
blue ribbon animals of today. 


Earnings $11,000,000 


Blue cover stock was used on the 
report, a gold circle framing a frieze 
of a pastoral scene indicating the 
nature of the business. The Swift 
trade-mark was used as a running 
head on inside pages. 

The departure from the conven- 
tional method of stating the results 
of the past year’s business and the 
richness of the resulting effort have 
excited a flood of comment from 
recipients of the anniversary book- 
let. 

The company’s volume for the 
year ended Oct. 27, 1934, was 
$619,000,000, and profit on share- 
holders’ investment was 5.25 per 
cent. The company added $6,500,000 
to its inventory reserve, this sum 
representing in part inventory ap- 
preciation during the past year. Net 
income was $11,432,000. 

The report digressed from affairs 
of Swift & Co. to make this perti- 
nent comment on the doctrine of 
national self-sufficiency: 

“It is through trade and not trade 
prohibitions that nations prosper. 
When American producers special- 
ize on the things which they are 
fitted by the natural resources of 
the country to produce economic- 
ally, and then exchange their prod- 
ucts for other things which foreign- 
ers are able to produce more 
economically, output per worker will 
be greater and the standard of liv- 
ing will be higher.” 


Name Shaffer Brennan 


Shaffer Brennan Advertising Com- 
pany, St. Louis, has been appointed 
to handle all advertising for the 
Midland Bakeries Company, Evan- 
ston, Ill., which operates the St. 
Louis Bread Company, St. Louis, 
Mo.; Midland Baking Company, Pe- 
oria, Ill.; and the Vigo Bread Com- 
pany, Terre Haute, Ind. Ray C. 
Stricker is account executive. 


Open Display Office 
Modern Display Service, maker of 
display advertising, has leased a 
suite of offices at 17 William St., 
Newark, N. J. E. D. Reinhold is 


president and L. O. Albright secre- 
tary-treasurer. 
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ADVERTISING AGE 


RETAILERS STUDY 
VALUE OF RADIO 


New York, Jan. 17.—While only 
a few stores use it consistently, 
radio has latent possibilities for the 
average retailer, but it cannot re- 
place the backbone of its promo- 
tional program, the newspaper, said 
Frank W. Spaeth, manager of the 
sales promotion division of the Na- 
tional Retail Dry Goods Association 
at its 24th annual convention this 
week. 

Mr. Spaeth touched upon some of 
the facts that will go into a radio 
manual, preparation of which was 
authorized by N. R. D. G. A. direc- 
tors a year ago. A recent question- 
naire showed a mixed attitude to- 
ward radio promotion by retailer 
members. 

Roy E. Clark, Strawbridge & 
Clothier, declared that radio has a 
rightful place in a store’s publicity 
schedule, but that an attempt to use 
it daily to definitely sell goods after 
a newspaper plan is a mistake. The 
J. L. Hudson Company and Marshall 
Field & Co. both use radio for good 
will rather than direct sales, al- 
though after a survey of customers, 
Field’s found direct sales sufficient, 
alone, to justify the expenditure. 

Ernest Kern Company, Detroit, 
uses radio as an “insurance” on 
newspaper advertising. Bamberger’s 
discontinued offering radio specials 
some months ago and put on a new 
type of program at an hour when 
men and other members of the fam- 
ily are reached. 

Mr. Spaeth cautioned against in- 
serting too many commercial an- 
nouncements in a radio program. 
He favored the “talking program for 
the average store, the talks being 
instruction on home subjects. An 
overwhelming proportion of the 
member stores surveyed favored 
morning broadcasts, most of them 
before 10 o’clock. A difficulty ex- 
perienced by some advertising man- 
agers anxious to try radio is the 
unwillingness of department man- 
agers to assume the direct expense 
of the experiment. 


Says Atlantic City Will 
Spend $500,000 in 1935 


Because of the success of the pub- 
licity and advertising campaign 
which made 1934 the best year At- 
lantic City, N. J., had enjoyed since 
1929, more than $500,000 will be spent 
this year to “sell” the resort city to 
the world, according to Mayor Harry 
Bachrach, 

The policy of using newspaper 
space primarily, to publicize the re- 
sort, will be continued. The city 
Plans to appropriate $100,000, with 
the hotel and amusement interests 
preparing to spend an additional 
$400,000. The municipal fund will 
include $60,000 for advertising, $15,- 
000 for a press commission, and 
$25,000 as a _ revolving fund for 
financing a special events program. 

A year ago the mayor advocated 
an appropriation of $56,000 for a 
municipal advertising campaign. Sup- 
port of the chamber of commerce, 
civic clubs, and hotel associations 
followed. 


Drastic Radio Bill 
Introduced in East 


Under terms of a bill introduced 
before the Massachusetts legislature, 
keep records of transcripts of all 
all radio stations would be forced to 
broadcasts, and both station and 
speaker would be made responsible 
in the eyes of the law in the event 
of defamation, slander or libel. 

The proposed legislation would re- 
quire that a transcript be made in 
writing, under oath, of every speech 
or statement, the transcript to be 
kept on file for not less than one 
year and to be open to public inspec- 
tion. Penalty for violation would be 
a fine of not more than $500. 


Take New Quarters 


Business and editorial headquar- 
ters of the Electrical Trade Publish- 
ing Company, publisher of Electrical 
Wholesaling, Electrical Contracting, 
and Mill Supplies, are now located at 
330 W. 42nd St., New York. The 
Chicago office at 520 N. Michigan 
Ave. will be continued as Western 


Deny Standard Oil 
Plans Circus Stunt 


Two recent reports in the trade 
press that the Standard Oil Company 
of Indiana will tour a three-ring cir- 
cus over the Middle West this spring 
and summer as part of its “live 
power” advertising campaign are un- 
authorized and unfounded, according 
to Al Steele, advertising manager. 
No plans are under way for such a 
circus at the present time, nor have 
woe A negotiations been conducted, he 
said. 


J. B. Duncan Dies 


Joseph B. Duncan, 45, executive 
vice-president of the Procter & Col- 
lier Company, Cincinnati advertising 
agency, died at Christ Hospital, Cin- 
cinnati, Jan. 15, of pneumonia. He 
leaves his widow, Mrs. Mary Duncan. 


CHICAGO GETS 
AFA. MEETING 


New York, Jan. 17.—The 1935 an- 
nual convention of the Advertising 
Federation of America will be held 
in Chicago in June, with the exact 
date and headquarters hotel to be 
announced later. 

Announcement that the conven- 
tion of the A. F. A. will be held in 
Chicago this year for the first time 
since 1929 follows a meeting of the 
Federation’s board of directors in 
Washington this week. 

“There was a strong demand 


among the members of our many 
affiliated advertising clubs, as well 
as national groups and sustaining 
members who are closely in touch 
with Federation activities, to have 
our convention this year in the 
Middle West,” Chairman Edgar Ko- 
bak explained. “We took a poll 
among the chairmen of the numer- 
ous national advertising associations 
that meet in conjunction with our 
convention and by a wide margin 
the majority voted in favor of Chi- 
cago.” 

G. R. Schaeffer, A. F. A. director, 
and sales promotion manager of 
Marshall Field & Co., has been ap- 
pointed chairman of the general pro- 
gram committee for the meeting, 
and has informed the Federation 
that local advertising interests will 


“get behind this convention in a 
big way.” 

Other A. F. A. board members 
resident in Chicago who will help 
with arrangements for the meeting 
include O. C. Harn, Audit Bureau of 
Circulations; Arthur Brayton, Mar- 
shall Field & Co., Wholesale; Jo- 
sephine Snapp, Household Magazine, 
and C. C. Younggreen, Reinke-Ellis- 
Younggreen & Finn. 


Gerard to Humphrey 


Sanford Gerard has been named 
art director of the H. B. Humphrey 
Company, Boston advertising agency. 
During the past ten years Mr. Gerard 
has served as art director in the 
New York offices of Batten, Barton, 
Durstine & Osborn, Lord & Thomas, 
and Pedlar & Ryan. 


public 


district headquarters. 


262,50 


Copies 


is the print order on the February Ist issue @ 


(NET FIGURES NOT YET AVAILABLE ) 


ACLEAN’S congratulates those national advertisers 
who by their courage and leadership, are sharing in 
the general economic recovery in Canada. 


DITORIALLY. Maclean’s is independent. 


interest. 


Its outlook is National, not sectional. 
briskly presented but carefully prepared. And it is fair, giving ear 
to all reasonable points of view. 


Maclean’s is likewise progressing, the better to serve manu- 
facturers of all lines of nationally-distributed merchandise. 


The rotogravure section—a new feature— makes possible a 
unique presentation of advertising in a general national 
magazine. 


The price reduction to 5c. a copy has been reflected in 
splendid circulation gains. Today, Maclean’s has far more 
circulation than at any time in its history. 


New subscription totals are breaking records week after week. 
Single copy sales are at a new peak—and still growing. 


When it takes sides, its editorials are forthright and fearless. Its 
editorial space cannot be bought. 


Its entertainment values rank with the highest in the magazine 
world. Its fiction is clean—copies never have to be hidden. 


That is why increasing thousands of keen, progressive, responsible 
Canadians are regular readers of Maclean’s Magazine. 


Maclean's 


Canada’s National Magazine 


Q 


Its only interest is - 


Its articles are newsworthy; 
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Canned Meats 
May Have Boom, 
Editor Asserts 


Chicago, Jan. 17.— Government 
canning of meats, which involves a 
program of processing 500,000,000 
cans, may have the effect of increas- 
ing public demand for this type of 
meat product, Paul I. Aldrich, editor 
of The National Provisioner, told 
the convention of the National Can- 
ners Association today. 

“While all of this canned meat 
will go into relief channels,” he 
pointed out, “it is recognized that 
many persons are on relief at this 
time who normally are in the aver- 
age income group, and so influence 
buying power in that group. Will 
not the extensive use of canned 
meat by these people sell them on 
the idea of canned meat as a sup- 
plement to their ordinary quota of 
fresh and cured meats?” 

Problems for the further develop- 
ment of the canned meat industry 
include improvement in the general 
quality of canned meats, improve- 
ment in containers and labels, and 
better merchandising and advertis- 
ing, Mr. Aldrich said. 

He described campaigns for Hor- 


mel’s soup, canned corned beef hash 
and canned pork sausage as indicat- 
ing merchandising possibilities in 
this field. More attention to the con- 
sumer, through advertising and point 
of sale support, was recommended 


as the chief need for increasing 
volume. 

“A few meat canners,” he said, 
“have been aggressive merchan- 


disers, but too many have left to 
retailers the major task of selling 
their products. Without consumer 
demand the meat canner has been 
at the mercy of most of the ill winds 
that blow in the food industry. 

“Point of sale advertising and 
merchandising are important aids in 
moving the product. Meat canners 
probably would be better off if they 
were to do more and not less of 
this, but they might also give more 
attention to the consumer. With 
consumer demand built up, the meat 
canner becomes more independent 
of the retailer, can ask and get a 
better price for his products, and is 
less susceptible to the effects of 
price-cutting and the competition of 
other foods.” 


Feehan to G-M 
Jack Feehan, former assistant ad- 
vertising manager of the White Com- 
pany, Cleveland, O., has become affili- 
ated with the General Motors Truck 
Company, Pontiac, Mich. 


Imperial Radio Group 
Opens New York Offices 


Offices to facilitate American busi- 
ness of the Imperial Broadcasting 
Company, Ltd., London, have been 
opened in the R. C. A. Building, New 
York. Officers are Leonard F. Plugge, 
president, and Frank Lamping, vice- 
president. Along with them, Clar- 
ence Davis and Alexis Wiren will be 
resident in New York. 

The Imperial organization was re- 
cently formed as a subsidiary of the 
International Broadcasting Company, 
Ltd., London. 

Imperial either owns or represents 
12 European radio stations, the most 
important of which are Radio Nor- 
mandy and Poste Parisien. These 
stations are said to attract on Sun- 
days five-sixths of the British listen- 
ing audience because of the British 
Broadcasting Corporation monopoly 
and ban on radio advertising. Among 
users of these facilities are Philco 
Radio and Television Corporation, 
Crystal Corporation, RKO Radio Pic- 
tures, Inc., and Colgate-Palmolive- 
Peet Company. 


Joins Scott-Telander 


Marvin A. Lemkuhl, for the past 
year advertising manager of the 
First Wisconsin National Bank, Mil- 
waukee, has resigned to become spe- 
cial advertising counsel in associa- 
tion with Scott-Telander, Inc., Mil- 
waukee agency, for the bank. Mr. 
Lemkuhl has been succeeded by Ro- 


bert A. Brown. 
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This Record 
Speaks for Itself 


HERE is the actual week-by-week growth in net-paid 
circulation of The United States News, the weekly news 
magazine of national affairs: * 


NET PAID CIRCULATION 


1933 Oct. 7 25,665 Mar. 3 
May 20 21,577. " 14 25811 " 10 
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34,128 Aug. 6 39,989 
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35,008 " 20 40,632 
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*Without canvassers, premiums or pressure of any kind, The United 
States News has grown steadily and consistently since it was established 
in May, 1933—and is still growing the same way. The United States 
News appeals to alert, thinking people. Once a week, it gives them 
all the information they want about national affairs, and exactly the 
way they want it—condensed, clarified, dependable, and organized for 
quick reading. 


The Anited States News 


The Weekly Newsmagazine of National Affairs 
New York Office 
247 Park Avenue 


Chicago Office 
180 No. Michigan Ave. 


Published at Washington 
MAGAZINE PERSPECTIVE WITH NEWSPAPER SPEED 


LEONARD AGAIN 
PLACES FAITHIN 
BALLOON STYLE 


New Refrigerator Drive Hits 
60 Markets 


Detroit, Mich., Jan. 17.—With the 
aid of the largest advertising appro- 
priation in its history, Leonard Re- 
frigerator Company this month is 
launching an intensified drive in 
anticipation of a considerably en- 
larged refrigeration market early in 
the spring. 

Besides magazines, trade publica- 
tions and direct mail, the company 
has scheduled a comprehensive news- 
paper campaign which takes in 60 
major metropolitan markets and pro- 
vides complete county coverage as 
well. 

The tabloid style of copy utilized 
by the company last year will be con- 
tinued. It was this particular style 
of copy, according to Brooke, Smith 
& French, Inc., agency in charge, 
that was found by Dr. Daniel Starch 
in his report on advertising “seen,” 
“seen some” and “read most” to be 
the most successful in the publica- 
tions used. 

Illustrations of typical satisfied 
purchasers who express their ap- 
proval in balloons furnish a dra- 
matic presentation of the sales mes- 
sage and a smooth introduction into 
the remainder of the copy, Leonard 
believes. Natural curiosity to know 
what other people are saying and 
thinking, it is said, compels the 
reader to investigate the message in 
the balloons. 


Plenty of Drama 


A typical full-page advertisement 
in the February issue of Woman’s 
Home Companion is headlined, “Wife 
Thrills to Husband’s Praise!” In the 
balloons, the husband says, “So you 
picked a Leonard—you’re a smart 
buyer, Jane!” The wife replies, “The 
Leonard is the one refrigerator that 
actually gives me all the features I 
want!” 

The 1935 models are advertised as 
refined, rather than as changed prod- 
ucts. In announcing the new lines, 
Leonard executives stated that the 
new features, together with the de- 
cision to take no radical departures 
from last year’s exterior design, were 
principally the result of suggestions 
from distributors, dealers, users and 
prospective buyers. 

Emphasis will again be placed 
upon the Len-A-Dor, Leonard’s “step- 
saver’; and upon interior lighting, 
the twelve freezing speeds, the fast 
freezing tray, the Cold Chest, the ad- 
justable shelves and the ‘vacation 
temperature” which reduces operat- 
ing cost when the refrigerator is not 
in constant use. 

Although newspapers are scheduled 


to receive most of the advertising 
fund, the company has arranged for 
a more consistent drive in magazines. 
One list will include Collier's, Good 
Housekeeping, Saturday Evening 
Post and Woman’s Home Companion. 
The trade will be reached throxgh 
Electrical Merchandising, Electric 
Refrigeration News and Home Ware. 


New Salesmen’s Club 


To promote greater cooperation be- 
tween the company and the dealer 
organization, Leonard has announced 
a new wholesale club, the “Leonard 
Key Club,” for the wholesale sales- 
men, who are considered, according 
to Godfrey Strelinger, Leonard sales 
manager, as the key men in the com- 
pany’s sales organization. Better 
quota performance on Leonard sales 
to and through dealers is the club’s 
objective. 

One method for helping Key Club 
members reach their quota is a 
dealer-getting campaign which in- 
volves the use of three different mail- 
ings to about 40,000 dealers. 

Wholesale men at the regional 
meetings were also presented with a 
new handbook which covers in detail 
the complete program and how to 
apply it in their respective terri- 
tories. 

Another sales help is the Dealer 
Presentation Book, a year-round pro- 
motional and advertising file detail- 
ing the program. It is designed to 
fit into a filing cabinet and become 
the dealer’s reference file of all re- 
frigeration matters for 1935. 

For the advertising and sales pro- 
motional phase of the program, a 
new movie trailer for advertising in 
theaters and also three slide films 
with sound, dealing with product, 
sales promotional tools and the sales 
program were provided for dealers. 


Advertising Affiliation 
to Convene at Pittsburgh 


The Pittsburgh Advertising Club 
will be host to the Advertising Affili- 
ation May 10 and 11, it was decided 
at a recent meeting in Buffalo of 
officers and representatives of mem- 
ber clubs. 

William A. Arthur, of the F. A. 
Ensign Advertising Agency, Pitts- 
burgh, will be chairman of the Pitts- 
burgh convention of the affiliation, 
composed of the advertising clubs 
of Buffalo, Cleveland, Erie, and 
Pittsburgh in the States, and Hamil- 
ton, Kitchener-Waterloo, London, 
and Toronto, in Canada. Prominent 
speakers on advertising and sales 
will address the convention. 

The Buffalo meeting was presided 
over by the president of the affilia- 
tion, Walter Kiehn, J. J. Gibbons Ad- 
vertising Agency, Ltd., Toronto. 
Officers and delegates took part in 
the annual ball given by the Greater 
Buffalo Advertising Club. 


Reo Promotes Two 


Ward W. Mohun, who recently 
joined the sales organization of the 
Reo Motor Company in the capacity 
of special representative, has been 
advanced to assistant sales manager. 
E. W. Stephan, manager of the 
Philadelphia branch factory for the 
past two years, has been placed in 
charge of all Reo branches in the 
United Siates. 
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PHOTOPLAY 


HAS CONSISTENTLY 
CARRIED MORE 
ADVERTISING THAN 
ANY OTHER FILM 
MAGAZINE 
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A Chicago morning newspaper claims it reaches 644,000 
FAMILIES in metropolitan Chicago daily. It also claims this 
to be 68% greater family coverage than any other Chicago 
newspaper. Let's analyze this in the light of KNOWN FACTS: 


A survey of NEWSPAPER HOME 
COVERAGE* in Chicago was made 
during 1934 by an impartial and na- 


tionally recognized authority. Its re- BEVERLY HILLS __...... 82% ........... poe paper? 

sults have never been successfully CHATHAM ..... isan 48% 

challenged. SOUTH SHORE... 65% ......... 57% Perhaps this may help to give a 
HYDE PARK 58% 56% clear picture of the actual situation: 


What does this survey show? 


The alleged excess of 68°, family 
coverage for the morning newspaper 
cannot be along the NORTH SHORE. 
In the areas studied, the survey of 
HOME COVERAGE reveals: 


DAILY NEWS MORNING PAPER 


NEWSPAPERS UNACCOUNTED FOR 381,000 
1: ne | ane 65% DAILY NEWS MORNING PAPER 
KENILWORTH ..._-_- 86% = sss TT % ROGERS PARK. .._.-_--64% 51% 
GLENCOE _ | 84% | 82% WEST RIDGE 638% 52% What do these 381,000 unaccounted 
WINNETKA . 86% _...........82% UPTOWN __. ee 58% 46% for morning newspapers represent? 
WILMETTE sss 73% «58% LINCOLN SQUARE 51% 36% Are they not circulation in which intra- 
HIGHLAND PARK 71% 58% family duplication strongly figures, 
ey ' predates sold the day before publica- 
* tion, papers sold outside the city, and 


Let's take a look at western 
territory. The record there is: 


It's not in the WEST—that’s sure. 


How about SOUTH SIDE circulation? 


DAILY NEWS MORNING PAPER 


The morning newspaper's claimed 
excess therefore can’t be on the 
SOUTH SIDE. 


Is it the NORTH SIDE? Well, this is 
what the record shows: 


It must be NORTHWEST then. But 
the survey reveals this Home Cover- 
age: 


DAILY NEWS MORNING PAPER 


So, certainly, it isn't NORTHWEST. 


These are actual figures based on 
actual calls on 147,000 actual HOMES 
by disinterested investigators. 


How can these figures be recon- 
ciled with the claim of 644,000 city and 
suburban circulation of the morning 


Total circulation of morning 
paper in city and suburbs . 644,000 


Total Chicago Home Cover- 
age of morning paper as 
shown by survey ........ 263,000 


papers read and left on cars and 
trains by men and women on their 
way to work? 


IT OVER! 


% HOME COVERAGE, by standard «cceptance, means the total number 
of homes into which a morning newspaper regularly enters and remains 
during the morning; and the total number of homes into which an 
evening newspaper regularly enters during the afternoon or evenina. 


THE CHICAGO DAILY NEWS 
~ Chiccages Arne NVewsrapes 


GEORGE A. McDEVITT CO., National Advertising Representatives, NEW YORK— CHICAGO — PHILADELPHIA — DETROIT—SAN FRANCISCO 
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Progress of Automotive Advertising 


There is so much criticism of ad- 
vertising at present that it is re- 
freshing and stimulating to look 
back over the automotive advertis- 
ing situation and to see the remark- 
able progress which has been made 
in that field. No one who has the 
temerity to criticize advertising for 
its alleged failures to live up to its 
responsibilities and its opportunities 
can contrast the advertising of au- 
tomotive manufacturers of five or 
ten years ago and today without 
admitting that advertising in that 
field has taken tremendous forward 
strides. 

The growth of the automotive in- 
dustry was greatly accelerated by 
generous use of advertising. The 
automobile in its early stages was 
news, in which the public took an 
almost feverish interest. That in- 
terest created a potential market, 
but advertising hastened the devel- 
opment of the market, and brought 
each year into the ranks of users 
hundreds of thousands of new own- 
ers. When the automobile became 
a staple product, it still retained 
some of the dramatic interest asso- 
ciated with its early history, en- 
abling manufacturers to present 
their wares at show time under ideal 
conditions for intensifying the in- 
terest of trade and public. 

In the lush days of the twenties, 
automobile advertising fell into a 
well-worn groove in which the ac- 
cepted formula was clearly defined. 
There was plenty of business to be 
had, sales increased rapidly, and 
evidently the advertising did its part 
of the job well. But when the de- 
pression hit the country, and the 
automobile manufacturers deter- 
mined to create business by the very 


power and effectiveness of their 
merchandising operations, automo- 
bile advertising came to life with a 
bang, and undoubtedly has been an 
even more important factor in sales 
since that time than it ever was 
before. 

One has only to put the typical 
automobile advertisement of 1928 or 
1929 alongside a 1934 or 1935 adver- 
tisement of the same line in order 


to visualize what has happened. 
These new advertisements have 
life, drama and punch. They are 


presenting the news of the automo-. 
including tremendously | 


tive world, 
interesting new ideas in design and 
construction, in an exciting, thrill- 
ing style which can hardly help 
shaking even the most phlegmatic 
old owner out of his complacency 
and into the realization that he is 
missing something big in these new 
cars. Many of the old ads were 
beautiful but dumb, judged by cur- 
rent standards. 

This comparison, while apropos of 
the automobile show season, applies 
more generally than the skeptics 
might be willing to admit. Certainly 
it applies with equal force to the 
other departments of automotive 
merchandising, such as tires, gaso- 
line and oil. The depression has 
done things for all advertising by 
putting greater demands upon it, 
and the ability of advertising 
deliver a greater measure of value 


tas more than justified its contin- | 


ued use under the most difficult con- 
ditions with which American  busi- 
ness has ever been confronted. 

Now that better times seem defi- 
nitely to have arrived, let us hope 
that the urge for improvement of 
all advertising continues. 


Color Stimulation from the Movies 


Technicians in the field of motion 
pictures assure us that color in the 
films will continue to develop, and 
that its application will be as rapid, 
perhaps, as the addition of sound 
to silent films has been. Certainly 
some of the more recent color pro- 
ductions have encouraged the belief 
that this progressive step is imme- 

‘ diately ahead. 

The movies, along with the news- 
papers and magazines, the radio, 
etc., have helped to mould public 
taste and will affect it in the future. 
The great emphasis on color which 
will be provided in the movies may 
have a very decided effect in stim- 
ulating public appetite for color in 
dress, in the design of automobiles 
and household products, and, of 


course, in advertising material, also. 

Color in advertising has been 
growing rapidly in recent years, and 
technical developments in _ color 
photography and color plates, not to 
mention color gravure and offset 
printing, have helped to define the 
trend. Experts predict that further 
improvements will make color print- 
ing much cheaper than it is at pres- 
ent, thus offering increased oppor- 
tunities for effective use of color in 
advertising. 

Advertising executives, including 
both those now using color and 
those who have regarded it merely 
as a possibility, will want to be 
alert to take advantage of the many 
new things which are just ahead in 
color. 


to) 


Taxes, Regulations 
Strangle Wine Copy 


To the Editor: Unfortunately, your 
admirably written and edited reviews 
of the alcoholic beverage advertising 
situation, in the Dec. 8 issue of Ab- 
VERTISING AGE, omitted what seems 
to me the outstanding factor of that 
situation—the insignificance of wine 
advertising. 


If the advertising business expects 
to see a great deal of wine advertis- 
ing—as it should—then the adver- 
|tising business should recognize the 
| obstacle that prevents wine from be- 
ing advertised now. 


The obstacle is not labeling regula- 
tions, nor is it particularly bootleg- 
iging. It is the fact that it is vir- 
tually impossible to sell wine, be- 
cause this country has a _ strange 
hangover from prohibition. 


I am enclosing for your perusal 
some information which ought to 
supply new clues to the mysterious 
absence of wine. 


The advertising business cannot 
expect to hear from the wine indus- 
try until business in general, and 
agriculture, industry and finance, do 
something to acquaint lawmakers and 
j}administrators with their mistakes 
in paralyzing the wine business. And 
if you wonder whether wine can be- 
come a greatly advertised product, 
just consider for a moment that wine 
is widely advertised in France, Ger- 
many, Italy, and even in the tradi- 
tionally hard-liquor drinking coun- 
jtry of England; and that wine was 
| widely advertised, in comparison to 
|the way it is advertised now, before 
| prohibition. 


Rogert D. Rosst, 
Secretary-treasurer, Italian 


Swiss Colony, San Fran- 
cisco, Cal. 


| [Editor's note: Mr. Rossi’s mate- 
| rial, mentioned in his letter, asserts 
| that contrary to popular belief, wine 

is now being consumed in greater 
|quantities here than before prohibi- 

tion, and in nearly as great quanti- 
|ties as during the peak year, 1912. 
| Unfortunately, however, he says, at 

least half of this consumption is 
|“basement-made” wine made for con- 
| sumption by the maker. Basement 
| wine-making became a favorite pas- 
'time during prohibition, Mr. Rossi 
/contends, and has continued in favor 
‘despite repeal because “excessive 
| taxes and excessive licensing and red 
| tape regulations” on the commercial 
| product have made its purchase too 
| costly. ] 


‘New F uel Gaining 
Popularity on Coast 


To the Editor: Attached are proofs 
|cf newspaper advertisements on 
| Pres-to-logs, a new compressed wood 
|fuel which is finding a real place in 


| 


joy the Comrorr 
this CLEAN FUEL 


/ 
| 


4 


Actually less than 


PRES-TO-LOOS are seid a bucket of ashes to the ton! 
eaty im duction: cartoms 
PER CARTON, ONLY @ You wouldn't believe any fuel could 


beso clean, so hot, so satisfactory as Pres. 
«o-Logs! + No soot, no sparks, aothing 
to soil your hands, your drapes or your 
furnicure ... actually less than » bucket 
of ashes to the con!... but plenty of beat 
quick when you want it. No odor... sore 
them anywhere. Economical and long- 
burning, too. 

TAKE HOME A CARTON TODAY 


the Western fuel market. They 

might be of some interest to you. 
Pres-to-logs are merely ground, 

waste wood which is pressed into 


Voice of the Advertiser 


THAT WHIRLWIND SALESMAN CRASHES THROUGH 


—Esquire. 


"Ain't you got no sales resistance at all?" 


solid logs under tremendous pres- 
sure. No filler or binder is used, 
which makes them clean burning 
and odorless, as the newspaper copy 
states. They compare favorably in 
price with coal according to weight 
and heating qualities and are defi- 
nitely lower in price than cord wood. 
Distribution is quite wide through 
major chain store groups and inde- 
pendent groceries and fuel dealers. 
Being a clean, packaged product, 
they have been welcomed by both 
chain and independent grocers and 
have given these dealers an active 
and profitable item which seems to 
be growing in popularity every day. 
Pres-to-logs are manufactured by 
lumber companies throughout the 
West with the aid of machines man- 
ufactured and leased by Wood Bri- 
quettes, Inc., Lewiston, Ida., under 
the management of Roy Huffman. 


R. A. BAUMGAERTNER, 


Emil Reinhardt, Advertising, Oak- 
land, Cal. 


, FF @ 


Secretary Wallace’s 
Report Evokes Comment 


To the Editor: I was amused by 
Secretary of Agriculture Wallace’s 
statement, as quoted in your recent 
editorial, “Regimenting the Con- 
sumer.” Mr. Wallace, you point out, 
urges ‘a policy of guiding public de- 
mand through control of advertising 
into channels which he and his as- 
sociates consider best for the com. 
munity as a whole,” because, as Mr. 
Wallace declares, “In proportion, as 
buying power goes for harmful things 
consumers have less to spend for 
things that are worth while.” 


Ignoring the bland assumption of 
Secretary Wallace that he and all 
Secretaries of Agriculture who fol- 
low him are and will be omniscient, 
infallible and beyond the influence of 
politics, I wonder if some practical 
aspects of his suggestions are fully 
grasped? 

What, for example, will be Secre- 
tary Wallace’s attitude towards so 
simple a situation as say the adver- 
tising of vodka and whisky? Will 


he hold them harmful and ban them, 
preferring rather that milk be ad- 
vertised as “more worth while’? 
And what of “beer and light wines?” 


It he will not permit alcoholic 
beverages to be advertised because 
milk is more “worth while” haven’t 
we prohibition back in another form? 

If Secretary Wallace, on the other 
hand, sincerely believes that milk is 
best for us, and that it alone should 
be advertised but, against his honest 
belief, because of international and 
national political considerations, per- 
mits vodka or whisky to be adver- 
tised, will not other products be ad- 
vertised or slighted for similar 
political considerations? 


And what of the freedom of the 
press? Would it be a much further 
step from forbidding mossback Re- 
publican advertising at election time 
on the ground that it advocated doc- 
trines that Secretary Wallace or 
other officials do not consider “best 
for the community as a whole?” 


Incidentally, I wish someone would 
explain how it is that politicians 
have suddenly acquired a reputation 
as being the only honest men left in 
the United States? 


The record of business prior to 
1929 was not 100 per cent perfect. 
I don’t remember, however, that poli- 
ticians of either party stood out as 
beacons of honesty in a sea of dis- 
honor. I seem to recall talk of an 
unholy alliance between Democratic 
and Republican officials and gang- 
sters, tin boxes, and Tea Pot Domes. 
Even our New Dealers have had 
their camp kit scandal. 


In closing I would like to offer a 
suggestion to those New Dealers who 
are prone to criticize business men 
for dishonesty and exaggeration, 
particularly in advertising. They 
might spend a profitable half hour 
comparing their own pre-election de- 
scriptions of the “product” they were 
“selling” the American public with 
the “product” they have actually de- 
livered. They should pay particular 
attention to their promises of reduc- 
tion of taxes and federal employ- 
ment, sound currency, etc., etc. 


S. M. Ferrer, 
Spearhead Service, New York. 
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-....and so to 


E’VE closed the first issue. The editors have 

made the /ast last change. The inevitable 
late piece of copy has finally come in. Gis Week 
is ready to roll. 

You can imagine how we feel. Something like an 
agency with a first-line account right over the tran- 
som ...a manufacturer with a new product which 
has caught on. 

While we’re waiting for the pressman to ring the 
bell and start the paper flashing through the presses, 
we'd like to thank the advertisers and agencies who 
have demonstrated their faith in Yhis Week and its 
sponsors. Their copy and reproduction proofs pil- 

» ing up in our safe-cabinet are the best recognition 
a new publication ever had. 

On February 24th, more than four million families 
will be reading the first issue of Dhis Week. But 
long before that day, these four million families— 
and millions more—will be conscious of the fact 
that “this week” is no longer just a piece of the 
calendar, but the name of a new magazine... the 
magazine newspaper readers have always wanted. 

The publishers are completing their advertising 


THIS °' 


) | | A Powerful Sales Force in America’s 


UNITED NEWSPAPERS 


© 


plans. All 21 sponsoring newspapers will use their 
own pages, of course. Most of them will also run 
campaigns in other metropolitan papers, in coun- 
try and suburban papers. Many are using radio, 
truck posters, 24-sheets, newsstand displays, car 
cards—not to mention tire covers and bumper 
cards, sound trucks and window stickers. | 

Those expert advertising men who have seen the 
roughs, who have figured up the lineage, tell us this 
is probably the biggest promotion push ever put 
behind a new publication. 

Promotion like this, backed by the quality and 
quantity of the editorial content, means reader in- 
terest right from the start. It also means a generous 
bonus of circulation from the first issue. Yhis Week, 
judging by its beginnings, is going to make many 
a sales manager happier in 1935. 


Memo for Sales Managers: Over 4,000,000 circulation concentrated 
in America’s “A” market—the buying states East of the Rockies... 
Hits hard in 21 major sales centers . . . Strong where others are 
weak... Quality colorgravure printing assures effective merchan- 


dise display ... Strong backing for dealers and salesmen... Low cost. 
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CHICAGO: 360 N. MICHIGAN AVENUE 
DETROIT: GENERAL MOTORS BLDG. 


SAN FRANCISCO: 111 SUTTER STREET 
LOS ANGELES: LINCOLN BUILDING 
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Plan Drive to 
Retrieve Shoe 
Repair Market 


St. Louis, Mo., Jan. 17.—Ground- 
work for a _ national advertising 
campaign to retrieve and broaden 
the shoe repairing market and to 
raise the standards of shoe repair 
shops is being laid by the National 
Leather and Shoe Finders’ Associa- 
tion, St. Louis. 

The campaign will involve the ex- 
penditure of $100,000 annually for 
three years, according to A. V. 
Fingulin, secretary of the associa- 
tion’s trade promotion committee. 

Leading to the association's de- 
cision to conduct the campaign is 
the fact that in the last ten years 
the volume of shoe-repairing busi- 
ness has been rapidly falling off. 
Not only is there less normal wear 
and tear on shoes than formerly, 
but “there is, also, the fact that 
more cheap shoes have been pur- 
chased in the past few years,” Mr. 
Fingulin points out. “Mr. and Mrs. 
Public have been willing to have 
shoes repaired, but there is little in 
the cheaper grade of shoes on 
which to execute a good repair job.” 

It is estimated that over 60,000,- 


000 pairs of “paste-them-on-yourself” 
soles were purchased during 1934, 
and one of the purposes of the cam- 
paign will be to bring this business 
back to the shoe-repair shop. 

The public will be urged to have 
their shoes repaired for the sake of 
health and economy, to buy better 
shoes, and to buy shoe dressings 
and findings from shoe repair shops. 

The association is composed of 
jobbers and wholesalers, and of as- 
sociate members, tanners of leather 
and makers of items used in repair- 
ing shoes. The promotional work of 
the association, of which William H. 
Bremer, Cincinnati, is president, is 
devoted largely to improving busi- 
ness methods of shoe repair shops. 
At a meeting of the industry in New 
York last November, the trade pro- 
motion committee was appointed. 

A movement is now going on in 
the industry to collect funds for 
financing the working out of a 
practical plan for the national edu- 
cational advertising campaign. It is 
expected that jobbers, manufactur- 
ers, and tanners will cooperate. 

Shoe repair shops will be asked 
to aid with local advertising. 


Joins Redfield-Coupe 
Jules Martell, formerly with J. P. 
Muller & Co., has joined Redfield- 
Coupe, Inc., New York, as vice-presi- 
dent. 


Dallas League Honors 
Its Past Presidents 


Past presidents’ day was observed 
by the Dallas Advertising League of 
Dallas, Tex., at its luncheon meeting 
last week, with 14 former presiding 
officers and many former members in 
attendance. A scrap book, pictures 
and old programs aided in the rem- 
iniscing of members. 

Among those attending were Mrs. 
Frank H. Wynne, widow of the for- 
mer league president; Reed May, 
secretary-treasurer of the Tenth Dis- 
trict of the A. F. A. in 1923; Dan 
Fisher, at one time vice-president of 
the Advertising Clubs of the World, 
and Lorry Jacobs, past governor of 
the Tenth District. 

Others present included Alfonso 
Johnson, Fred E. Johnston, Herbert 
Stellmacher, Beeman Fisher, Roy 
Cowan, Will S. Henson, Gus W. 
Thomasson, John W. Philip, Marvin 
Martin, E. P. Angus, Col. W. C. 
Everett, A. C. Burt Chaney, Ike 
Lorch, J. C. Phelps, J. Howard 
Payne and Richard Haughton. 


Names Receivers 


Permanent receivers for the Kelly- 
Springfield Tire Company, a New 
Jersey corporation, were appointed by 
Vice Chancellor Egan at Jersey City, 
N. J., Jan. 11. The receivers are 
Prosecutor Daniel T. O’Regan, Hud- 
son County; Frank C. Ferguson, East 
Orange; Edmund Burke, president of 
the company; and Alexander Wein- 
stein, New York. 


OVER x —_—-— 


of Nation’s Crop Gain 


IN SOUTH 


Here are the final figures for 1934 just released by 
the U. S. Department of Agriculture: 


Not Statistics — 
Gain 
1934 Gain % Just Facts 
12 Southern States............. $1,485,895,000 $337,479,000 29.4 
Ae Geer Sintes............... 3,296,731,000 330,882,000 11.2 Right now millions of dollars 


United States 


Peraametadcina veh it 4,782,626,000 668,361,000 16.2 


The gain in these twelve Southern Agri- 
culturist states, $337.479,000, was 50.5 per 
cent of the gain for the entire United States. 


OR es ae $ 103,521,000 


$ 21,020,000 


Oe 28,766,000 3,165,000 
Prortn Carona ............. 266,449,000 72,059,000 
South Carolina ............% 109,780,000 23,471,000 
a ee 161,445,000 32,907,000 
Ne os ois ous wom ean im 87,474,000 16,856,000 
MURUMINIEE ye cous bis cissgieu sc 120,356,000 29,406,000 
NG we os assescrcaeve 123,527,000 23,395,000 
IIR lar 142,975,000 43,521,000 
Pe eee 141,395,000 41,070,000 
Se ee ee 108,312,000 10,801,000 
0h 5 Leen rs pcg Sic. c28¢ 91,895,000 19,808,000 


ROS. necerere $1,485,895,000 $337,479,000 


NOTE—tTexas totals not yet released. 


In addition to this great increase in farm 
income, over $200,000,000 were paid out in 
AAA benefits in the South during the year. 


You can’t get 100% farm coverage in this rich territory 
if you use every farm paper published, but you can reach 


800,000 of the best ones through 


are passing into the pockets of 
Kentucky and Tennessee farmers 
through sales on tobacco markets 
which opened in December and 
close in May. Prices are 20 to 
40 per cent above last year and 
within the 1928 range. 


The new model automobiles 
now being shown throughout the 
South are attracting large crowds 
to showrooms and many dealers 
report the heaviest buying de- 
mand they have ever had. 


The largest bank in Nashville 
reports an increase of 160 per 
cent in deposits from country 
banks and other big city banks 
are having the same experience. 
In the smaller Southern towns, 
hundreds of banks have doubled 
and trebled their deposits. 


State commissioners of agricul- 
ture, county agents and other 
qualified observers agree in pre- 
dicting that 1935 will bring as 
great gains to the farmers of the 
South as 1934 did. 


SOUTHERN AGRICULTURIST 


B. KIRK RANKIN, Publisher 
TENNESSEE 


NASHVILLE, 


Refrigerated ‘Safe 
Deposit’ Boxes Now 
Available in Iowa 


Fort Madison, Ia., Jan. 16.—Just to 
prove that there may be something 
new under the sun after all, the 


Artesian Ice Company here has 
launched an intensive promotion 
campaign, including use of large 


space in the local newspaper, to sell 
a “consumers’ cold storage system” 
to this community. 

Under this system, the ice com- 
pany will take over the duties of a 
safe deposit company in its own par- 
ticular field, giving the consumer a 
“refrigerator locker” in its plant in 
which he can store large quantities 
of edibles, and to which he alone 
will have access. A modest monthly 
or annual rental charge is made. 

“In our newly constructed storage 
plant, foods are kept at a constant 
cold temperature of 18 degrees 
Fahrenheit, night and day,’ news- 
paper copy explained to housewives. 
“Lockers are available at low cost 
for your individual use. A butcher 
is at your command to kill and 
process all meats you desire stored. 
In fact, everything has been ar- 
ranged for your convenience so that 
you may take advantage of low 
market prices by buying food in 
large quantities and storing it away 
for future use 

“Three hundred sixty-six lockers 
have been installed,” the copy goes 
on, “each with a capacity of ap- 
proximately 300 pounds of dressed 
meats. Each locker is equipped with 
a patent lock so that it is accessible 
to you and you only. Here you can 
store your meats until you are ready 
to use them and rest assured that 
our constant cold temperature will 
keep them fresh and eatable.” 


Butcher Helps 


The cost, prospective customers 
are informed, is 75 cents a month, 
$2 quarterly, or $7 a year for the 
bottom and top rows in each sec- 
tion; and $1 a month, $2.50 quar- 
terly, or $9 a year for all lockers. 
Eight commercial lockers, each with 
a capacity of 90 cubic feet, are also 
available. 

Just to make things still more 
attractive, the ice company throws 
in the services of a _ butcher. 

“We have engaged the services 
of an expert butcher who will, if 
you so desire, purchase, kill, process, 
wrap in waterproof paper and store 
away in small meat packages any 
livestock of the weight you desire 
at the reasonable service charge of 
only $2,” the public is told. “This 
is providing the meat desired may 
be purchased within a reasonable 
distance of Fort Madison. 

“Or if you prefer to buy your own 
meat our butcher will cut it up for 
you in steaks, chops and roasts, 
wrap it in parchment paper and 
store it for you at the rate of one- 
half cent per pound, plus a ten-cent 
charge for wrapping paper. If you 
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ARTESIAN ICE CO. 


Artesian Ice Company, Ft. Madi- 
son, la., used this large advertise- 
ment in the local daily last week to 
announce inauguration of a new 
service which will enable 366 con- 
sumers and eight commercial 
houses to rent "refrigeration lock- 
ers" at the company’s plant. Only 
the renter can enter his compart- 
ment. 


wish to have sausage or hamburger 
made from your meat the charge is 
only two cents per pound for the 
cutting, grinding and wrapping.” 


Launch Winter Bilee 


for Australian Travel 


With the theme “Sail to Summer— 
This Winter,” an advertising cam- 
paign is being released this month by 
the Australian National Travel As- 
sociation. Copy points out that “your 
dollar is worth a quarter more” in 
Australia. 

One-quarter and one-third pages 
are being used in American Golfer, 
Arts & Decoration, Country Life, 
Fortune, Polo, Scribner’s, Sportsman, 
Spur, Sunset, Town & Country, and 
Vogue. The San Francisco office of 
Campbell-Ewald Company, Inc., is 
handling the account. 


MacLean to Doolittle 


Gordon A. MacLean has been ap- 
pointed copy chief of Doolittle & Co., 
Inc., Chicago. Mr. MacLean had 
been sales promotion manager of the 
Clements Mfg. Company and sales 
manager of the Midwest Machine 
Company. Previously he was asso- 
ciated with the J. Walter Thompson 
Company, Chicago Tribune and 
Photoplay Magazine. 


Newark Agency Moves 


The Charles Dallas Reach Adver- 
tising Agency, Newark, N. J., for- 
merly located at 30 Clinton St., is 
now occupying the entire fourth floor 
at 58 Park Place. The agency’s staff 
has been enlarged. 
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OPERATION OF A BUILDING BY THE ESTATE 


rT 
SERVICE. SATISFACTION AND PRESTIGE = a» 


One of the unusual advertisements 
which the Estate of Marshall Field, 
largest single holder of Chicago 
loop property, is running in local 
newspapers. 


COURT DECIDES 
BAY STATE MAY 
REGULATE SIGNS 


Outdoor Interests Losers in 
Long Court Battle 


Boston, Mass., Jan. 17.—The right 
of the Massachusetts department of 
public works to regulate the use of 
outdoor advertising on_ private 
property within view of highways 
has been upheld by the full bench 
of the state supreme court in a de- 
cision handed down late last week. 

Because of this decision, signs 
which for various reasons the state 
department has declined to approve 
must come down. One display af- 
fected, it is reported, is the $35,000 
illuminated Chevrolet sign 100 feet 
above the ground on Beacon Street, 
a familiar night sight in Boston for 
nearly a decade. 

Suit was brought in 1924 by the 
General Outdoor Advertising Com- 
pany and 14 other outdoor advertis- 
ing firms in Massachusetts against 
the state department of public 
works and the town of Concord, to 
declare void certain regulations 
adopted by the department for reg- 
ulating outdoor advertising, and also 
a by-law of the town of Concord. 

Immediately after the suit was 
brought, a single justice enjoined 
both the state and the town of Con- 
cord from putting the regulations 
into effect, with the result that the 
control sought has not yet become 
a reality. 

The decision, written by Chief 
Justice Arthur P. Rugg, fills 61 
pages. The state department’s rules, 
unenforceable since court litigation 
began just after their passage, may 
now be placed in effect. 

Because the plaintiffs contended 
that the state department’s rulings 
were unconstitutional in view of the 
14th amendment, which prohibits 
states from making or enforcing 
any law which abridges the privi- 
leges or immunities of citizens, it 
is expected that the case will be 
earried to the United States Su- 
preme Court. 


Orders Suits Dismissed 


In ordering dismissal of all the 
suits, the court declared that “safety 
of travel upon highways is promoted 
by the several rules, especially those 
as to setback of advertising devices 
from highways and other points.” 

The rules tend, the court held, “to 
protect people traveling upon the 
highways from the intrusion of pub- 
lic announcements’ thrust before 
their eyes by signs and billboards. 
The right of the traveler upon the 
highways to a peaceful journey is 
recognized.” 

“Grandeur and beauty of scenery,” 
the decision reads, “contribute high- 
ly important factors to the public 
welfare of a state. To preserve such 
landscape from defacement pro- 


motes the public welfare and is a 
public purpose. 

“Even if the rules did not rest 
upon the safety of public travel and 
the promotion of comfort for trav- 
elers, we think that the preserva- 
tion of scenic beauty and places of 
historical interest would be a suffi- 
cient support for them.” 

The court asserted that refusal to 
permit billboards near the Boston 
Common and the Public Gardens, 
as well as in Concord, rested solely 
on the grounds of taste and fitness, 
where dignity, beauty and tradition 
are to be preserved. 


Magazine Appoints 


C. B. Hungerford has been ap- 
pointed advertising manager of Beer 


Sims Advises 
Safety Theme 
In Boat Copy 


Philadelphia, Pa., Jan. 15.—Adver- 
tise safety rather than luxury, is the 
suggestion given to passenger-carry- 
ing steamship companies by Admiral 
William S. Sims in an article in the 
Jan. 12 issue of The Saturday Eve- 
ning Post. 

Admiral Sims insists that the de- 
sire of steamship lines to cater to 
what they believe to be the public 
demand for size and luxury has re- 
sulted in safety being neglected to a 
point where the necessity of “taking 


to the boats” almost inevitably leads 
to large loss of life. 

He suggests, too, that demand for 
safer ships is retarded by advertis- 
ing considerations on the part of 
publishers, and quoted one magazine 
publisher as saying to Christopher 
Morley, who had suggested an article 
on improvements in life-saving facili- 
ties, “What do you suppose would 
happen to our cruise advertising?” 

Admiral Sims believes that turning 
advertising and publicity in the other 
direction, of emphasized safety, 
would do much to solve the problem. 

“Let the press and the magazines 
forget, temporarily, what would hap- 
pen to their cruise advertising,” he 
suggests, “and tell the whole story, 
and thus build a fire under all parties 
concerned. 

“Or, better still, could not some- 


thing be done through cruise adver- 
tising by the companies themselves 
to make the public understand 
enough about the danger of present 
installation to demand safety instead 
of luxury? 

“If a really safe ship were ready 
for service today, while the Morro 
Castle is fresh in the public mind, 
I believe that an advertisement of 
her safety would fill her passenger 
list and keep it full.” 


Tucson Paper Appoints 


Small, Spencer, Brewer, Inc., has 
been appointed representative of the 
Tucson, Ariz., Daily Citizen, in the 
East and Middle West. Pacific coast 
representation of the newspaper will 
continue under the direction of 
Fenger-Hall Company, Ltd., San 
Francisco. 


é Liquor Dealer, Detroit. 


®POPULAR FALLACIES OF ADVERTISING 


“Advertising Makes You Buy Things 


You Don tNeed’ 


WueEn bath tubs were first invent- 
ed, certain “public spirited’? com- 
munities passed laws against their 
use . . . they were an “unneeded 
luxury.” But today, listen to the 
outcry against any community 
lacking modern sanitary conve- 
niences! 

Were the first wrist watches considered 
a suitable article of masculine apparel? 
Why ask .. . when the growth of the 
wrist watch business is within the recollec- 
tion of young readers of this message! 

What people need is what they want 
and will buy. Their wants change. Ad- 
vertising can create wants when the 
public permits them to be created... 
but if the public refuses, advertising 
must erect a tombstone to another un- 
fulfilled ambition. 

_The fallacy that advertising induces 


_ people to buy things they “don’t need”’ 


must be based on a notion that there is 
some human judge who knows what 
people do need . . . whereas under ex- 
isting institutions each consumer is his 
own supreme judge. If he will work 
harder for a radio set than for a set of 
cooking utensils he (not advertising) 
takes the responsibility. 


ADVERTISING does not suffer 
alone from fallacious thinking. 
Every business has its popular 
misunderstandings . . . real estate, 
manufacturing, accounting, con- 
struction, shipping, banking. For 
twenty years NATION’S BUSI- 


NESS has been helping business 
men by dispelling fallacies, by pro- 

moting constructive action, based 

on clear reasoning and sound fact. 

That is why business executives 
turn to it with increasing interest 
each month. 


It is a significant fact that many of 
the items that constitute the American 


standard of living are items that people 
once did not “need.” Advertising has 
helped to bring them into widespread 
use . . . not because advertising had the 
power to foist them upon consumers, 
but because consumers themselves en- 
couraged the advertiser by making pur- 
chases. 


‘ag NATION'S BUSINESS 


260,000 CIRCULATION . 
PUBLISHED MONTHLY AT WASHINGTON BY THE UNITED STATES CHAMBER OF COMMERCE 
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ADVERTISING AGE 


January 19, 1935 


BRUCE 
BARTON 


VEW YORK 
AMERICAN 


cevery Mon, Wed. and Friday 


With Brisbane, Forbes, 
Cholly Knickerbocker, Da-_ 
mon Runyon, Rukeyser, | 
Chesterton, Mencken. Crav- 
en, Havelock Ellis, O. O. 
McIntyre, Alice Hughes, Sos- _ 
kin, Prunella Wood, Gilbert _ 
Gabriel and others—and 
now with Bruce Barton, the 
American is making itself 
- even more profitable to ad- | 
-vertisers by making, itself 


Getting Personal 


Lester J. Loh’s basket ball team became a hockey team last Sun- 
day with the arrival of the sixth Loh offspring, a girl. The other five 
are boys. The Mathes art director wants ApvreRTISING AGE readers 
to find a name for the child. He suggested Six Star Final, but Mrs. 
Loh did not approve... 


The social side of automobile show week was climaxed with the 
marriage at the Little Church around the Corner of Anne Hardy, 
newspaperwoman, and Leroy G. Peed, vice-president of the Plymouth, 
DeSoto and Chrysler sales organization, central division. Walter P. 
Chrysler, Byron C. Foy, J. Stirling Getchell and other notables from 
the advertising and business worlds packed the church and the Bar- 
clay, where the wedding reception was held... 

After 22 years in business, the last 12 as an agency executive, 
Horton Heath, sec.&v.p. of United, is deserting for an editorial chair 
at the New Yorker. He has been contributing signed fiction pieces to 
this journal and others for several years, and now feels he will be 
happier devoting all his time to writing. . . 


Paul Smith, K. & E. artist, will henceforth patronize restaurants 
with checkrooms or wear his overcoat and hat while dining. His new 
overcoat and a $200 Leica camera in the overcoat pocket were ac- 
quired by a daring thief when he stopped in a Lexington avenue 
restaurant this week for a hurry-up lunch... 


Jim Rutherford, Herald Tribune automotive, had his second this 
week. It’s a girl. Jim’s wide grin hides his mustache and so alters 
his appearance that space buyers are hesitating to entrust him with 
contracts. . . 

Carl Reimers, the agency president, is the only advertising mem- 
ber of the Beaux Arts society, the seeming discrepancy being due to 
the fact that he was once an architect. For the sixth consecutive 
time, Carl is in charge of the program for the annual ball and prom- 
ises something bigger and better than last year’s beautiful book. It 
will show a big gain in national lineage, for one thing... 

Allan Bolte (K. & E.) was quietly married last week. By keeping 
his own counsel until the fateful event was over he spared himself 
a good deal of misleading advice from agency pals on how to con- 
duct the honeymoon... . 


H. C. Morris, United a.e., is feeling very sorry these days for the 
men of his acquaintance who have not experienced the joys of par- 
enthood. His first is Robert Joseph... 


“Your Money and Your Life Insurance,” an unusual book written 
by Ray Giles, former Blackman partner, has been published by Har- 
per & Brothers. Anyone reading it will know just what to say and 
do when the insurance agent calls. . . Clarence Goshorn was master 
of ceremonies Monday evening at the dinner annually tendered the 
Messrs. Wasey, Kudner and Winters by Erwin, Wasey men. The 
affair is conducted along gridiron lines, but, though the fun was 
fast and furious, the guest-victims suffered little from the roasting. . . 


Duncan McPherson, the Philadelphia representative, fought in the 
war as a member of the Black Watch. A companion-in-arms was 
Robert Sherwood, the tall playwright and editor, and Duncan’s big- 
gest worry was not the risks of combat but the problem of finding 
kilts long enough to make Bob Sherwood appear decent. . 

“Cast Down the Laurel,” first novel of Arnold Gingrich, editor 
of Esquire, is scheduled for publication next month by Knopf. It 
deals with Grand Rapids, the author’s home town, and if the predic- 
tion of Dave Smart, Esquire publisher, is accurate, its appearance 
will cause a lot of citizens to wish that Arnold had been born some- 
where else. . . 


H. G. Weaver, director of consumer research for General Motors, 
is a transplanted Georgian who can still tell a negro story lots better 
than most... Gerard B. Lambert, chairman of the board of the 
Gillette Safety Razor Company, has been elected commodore of the 
Eastern Yacht Club. The new commodore is one of the leading yacht 
owners of the world, and plans to spend much time next summer 
racing in British waters. . . 


Carroll B. Merritt, of Architecture, who has returned from a visit 
to the Pacific coast, thinks that business men in the East are much 
more inclined to pessimism than their hustling brothers of the 
West... 


Gerritt Weston, account executive for Gotham Advertising Com- 
pany, has been re-elected president of the common council of Engle- 
wood, N. J., for 1935. . . The editor of “Advents,” published by the 
Pittsburgh Advertising Club, was astonished because of the poise and 
aplomb with which H. S. Schuler, production manager of Ketchum, 
McLeod & Grove, took the first blessed event in his family re- 
cently. .. 

James M. Mathes, New York agency executive, is one of the 
members of the alumni committee named by President Hopkins of 
Dartmouth to study the fraternity situation there. He is a member- 
of the class of ‘11... 


Roy D. Chapin, president of Hudson, has just celebrated the 
twenty-fifth anniversary of his service of the company. He has 
been with it continuously with the exception of his term as secretary 
of commerce under President Hoover... 


Lloyd Yoder, in charge of public relations and publicity in San 
Francisco for NBC, handled the microphone in interviewing the 
coaches of the East-West teams which played there New Year’s Day. 
He was an all-American tackle when he played at Carnegie Tech... 


Merle Sidener, president of Sidener-Van Riper and Keeling, In- 
dianapolis agency, has been elected president of the Indianapolis 
School Board. .. Ray Lewis, of the sales department of KJBS and 
KQW, San Francisco, disregarded all California precepts when he 
married Grace Costello, a Floridian. 


Arthur Farlow, who has served as account executive of J. Wal- 
ter Thompson at Buenos Aires, has been transferred to San Fran- 
cisco in a similar capacity. He flew the whole distance in eight days. 
The trip otherwise would have taken six weeks. 

Lorimer Slocum, of N. W. Ayer’s Boston office, is one of the 
most avid winter sports fans in New England... 


Another travel note concerns Dave Gibson, of Brewers’ Journal, 
Chicago, who is back in the foggy city after a brief interlude in 
Miami. He confirms the optimistic report of a well known railroad 
to the effect that it’s always June in Florida... 


Anne Bleckman, eye-filling receptionist for years in the Chicago 
office of Scripps-Howard Newspapers, has gone over to Macfadden 
Publications in that city. . . Muriel Gray, a. m. of The Nation, was 
press agent for Girl Scouts, Inc., a few years ago... 


SAYS BBC MEETS 
RADIO NEEDS OF 
BRITISH PEOPLE 


Boston, Mass., Jan. 17.—Although 
the English believe that “free com- 
petition is the right commercial prin- 
ciple,” the radio monopoly of the 
British Broadcasting Corporation is 
the best method for that small nation, 
just as commercial radio best meets 
the diversified needs of the American 
people, is the opinion of Dr. Adrian 
Boult, music director of the British 
Broadcasting Corporation, who is at 
present in Boston as guest director 
of the Boston Symphony Orchestra. 

Dr. Boult was quick to deny that 
the BBC is subsidized by the govern- 
ment. “That is a most common error 
—even among Englishmen,” he said. 
“The government merely condescends 
to let people buy the licenses for 
their wireless sets at the postoffices. 
As a matter of fact, we are subsidiz- 
ing the government. Of the ten 
shillings paid by each wireless owner, 
four shillings sixpence is paid to the 
BBC and the rest goes to the govern- 
ment.” 

To finance its operations, the BBC 
has to rely upon proceeds of its pub- 
lications. The Radio Jimes has a 
circulation of about 2,000,000. The 
company is financed by sales of that 
publication and others, plus fees re- 
ceived from sale of licenses to radio 
owners. The government receives 
from these licenses more than £1,000,- 
000 a year, Dr. Boult said. 


How System Works 


The BBC orchestra conducted by 
Dr. Boult is composed of about 118 
members, all English, ten of whom 
are women, he said. This group 
gives 18 concerts in the ordinary sea- 
son and six festival concerts during 
the summer. 

“The orchestra is divided into two 
separate units,” Dr. Boult explained. 
“One is composed of around 75 mem- 
bers, and this unit presents sym- 
phonies—things like ‘Tristan and 
Isolde.’ The other unit, of about 35 
members, plays for the lighter pro- 
grams, Bach, Handel, and Haydn, and 
things like that. There are times too 
when the orchestra is divided into 
units of about 65 and 50 members. 

“You see,” he said, “we have two 
wave lengths, so it is necessary to 
have two programs, a national pro- 
gram and regional programs, so that 
even the cheapest set can get two 
programs during the listening hours, 
which are, of course, in the evening. 
There are five regions in England, 
Plus the national broadcast, avail- 
able for concerts on each of the wave 
lengths.” 


T. E. Quinby Dies 
Theodore E. Quinby, 70, recently 
retired magazine editor of the Bos- 
ton Transcript, died of apoplexy last 
week. He had been associated with 


the Detroit Free Press and the Chi- 
cago Tribune, and joined the staff of 
the Transcript in 1914. 


M. M. 


P. M. 


In planning the Window Dis- 
play, it pays to be “Mer- 
chant-Minded" rather than 
Price-Minded. FACTS TALKI 


FREEMAN CO.** 


Starr and Borden Avenues 
¢ Long Islan 


GOOD 


e PHOTOSTATS . 


{Vanderbilt 3-3680 

New York VFor All Branches 
Cleveland: Main 9335 
{State 6013-4 


Chicago state 5980-1 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK - 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 


PHOTOPLAY 


is the kind of 
magazine that has always 
interested 
more ‘‘higher income” 
readers than 
ANY OTHER FILM 
BOOK 
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AIMED AT GROWERS 
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WINTER HAVEN a... 


One of the large advertisements 
currently appearing in 60 Florida 
newspapers and farm papers for 
Glen Saint Mary Nurseries Com- 
pony. addressed to citrus farmers. 
P. Phillips Company, Orlando, 

is the agency. 


NEW FOOD AND 
DRUG ACT HAS 
TRADE SUPPORT 


Dunn Writes Bill Senator 
Introduces It 


Washington, D. C., Jan. 17.—De- 
signed “to correct and perfect” the 
Copeland bill (S. 5), Senate bill No. 
580 has been introduced in the 
United States Senate by Senator 
McCarran and referred to the Sen- 
ate Committee on Commerce. 
Though no less severe than the 
Copeland bill on those who wilfully 
violate its provisions, the new meas- 
ure is written from the viewpoint 
of the practical advertising man. It 
was introduced with the approval of 
Senator Copeland himself, it is said. 


The bill is the handiwork of 
Charles Wesley Dunn, counsel for 
the Associated Grocery Manufactur- 
ers of America, this organization 
frankly espousing this measure. A 
spokesman here said that while the 
Association is friendly to the Cope- 
land bill, the latter contain serious 
defects ‘and needs overhauling.” 
He indicated that a consolidation of 
the two measures is favored. 


Title Is Similar 


Like the Copeland bill, S. 580 is 
cited as the “Federal Food, Drug 
and Cosmetic Act.” While it follows 
the general pattern of the Copeland 
measure, it differs chiefly in its defi- 
nition of false advertising. Senator 
Copeland’s bill says on this point: 

“Sec. 601 (a). An advertisement 
of a food, drug or cosmetic shall be 
deemed to be false if it is false or 
misleading in any particular rele- 
vant to the purposes of this act. Any 
representation concerning any ef- 
fect of a drug shall be deemed to be 
false under this paragraph if in 
every particular such representation 
is not sustained by demonstrable 
scientific facts or substantial medi- 
cal opinion.” 


Advertising Section 


The more tolerant language of 
Senator McCarran reads: 

“Sec. 10. An advertisement of a 
food shall be deemed to be false (a) 
if it is false in any particular; or 
(b) if, while not false, it is mislead- 
ing in any particular. Any repre- 
sentation in the advertisement of a 
food regarding its food value or ef- 
fect shall be deemed to be fa'se *:n- 
der this paragraph if it is not sup- 
ported by reliable evidence sufficient 
to justify it and consistent with the 
purposes of this act. In construing 
and enforcing this section a reason- 


able allowance shall be made for 
harmless trade puffing not offensive 
to the purposes of this act.” Sec- 
tions 16 and 23 use identical lan- 
guage in referring to the advertis- 
ing of drugs and cosmetics. 

The McCarran bill again endeav- 
ors to simplify the wording in the 
section relating to misbranding of 
drugs, providing merely that repre- 
sentations on labels must be sup- 
ported by “reliable evidence,” rather 
than the “demonstrable scientific 
facts or substantial medical opin- 
ion” specified by the Copeland bill. 

While the Copeland measure pro- 
vides for creation of a Committee 
on Public Health, to consist of five 
members “designated by the Presi- 
dent, with a view to their distin- 
guished scientific attaimment and 


interest in public health,” the Mc- 
Carran bill would have nine men on 
this committee. 


Makeup of Committee 


It provides that four shall repre- 
sent the public, two the Food and 
Drug Administration, and one each 
the food, drug and cosmetic indus- 
tries. This is in contrast with the 
Copeland bill, which specifically ex- 
cludes from membership any person 
who has a “financial interest in the 
manufacture, advertising, or sale of 
any food, drug, or cosmetic,” as well 
as representatives of the Depart- 
ment of Agriculture. 

The McCarran bill also protects 
secret formulas of proprietary man- 
ufacturers, providing that authorized 
inspections of factories shall not be 


construed to require disclosure of 
a private formula or secret process, 
except upon order by a district 
court of the United States. 


The McCarran measure omits the 
drastic seizure provisions which 
feature the Copeland bill. The for- 
mer also provides a check upon the 
Secretary of Agriculture by creation 
of a board of review, decisions of 
which shall be binding upon the 
Secretary, who is, however, given 
the privilege of appeal to the courts. 
The board of review would be made 
up of five members to be appointed 
by the President, the term of one 
expiring each year. 

The McCarran bill also provides 
that the Secretary may settle any 
violations of a minor character 
without criminal action. 


Offer New Chemical 


A new chemical sponsored by Col- 
loids, Inc., 6226 W. 66th Place, Chi- 
cago, is colloidal aluminum linoleate, 
for use in inks. Qualities claimed in 
commercial split-fountain runs are 
savings in cost, smoother laying, 
clearer plates, and less tendency to 
offset. The chemical is entirely col- 
loidal, without crystalline form, and 
contains a high percentage of chem- 
ically fixed available moisture. 


Name R. W. Janney 


R. W. Janney has been appointed 
to represent American Architect in 
the New England territory, with 
headquarters at 755 Boyleston St., 
Boston. Mr. Janney also represents 
The American Druggist, another pub- 
lication of Hearst Business Maga- 
zines. 


alert to translate increased sales 
opportunities into increased sales 


ADVERTISERS INVESTED $1,400,000 
IN 4 SOUTHERN FARM PAPERS DURING 1934 


and More in 


Comparative Commercial Linage and * Revenue 


PROGRESSIVE FARMER and Other Southern Farm Papers 


Year 1934 
Gain Over Gain Over 
Lines 1938 Revenue 1932 
Progressive Farmer 

(At All Edition Rate)..... 130,450 57,062 $572.090 $245,131 
Second Southwide Paper ....113,298 41,445 404,718 149,432 

PROGRESSIVE FARMER 
RARE 4.00/00 500.6630.50000% 17,152 15,617 $167,372 $ 95,699 

PROGRESSIVE FARMER 
EE. 'sisviet ac beGbes ote4 161,995 68,136 $728,982 $299,942 
Second Southwide Paper. .113,298 41, 445 404,718 149,432 

PROGRESSIVE FARMER 
fo). Be eee eee 48,697 26,691 $324,264 $150,510 


Monthlies except One in Commercial Ad- 


| ROGRESSIVE FARMER Led All Rural 
| vertising Gained, 1934 over 1933. 


*All Color Premiums Included 
*\verage of 5 Editions 
(Source: 


And Progressive Farmer Leads Its Separate Edition 


Contemporaries! 
| Commercial Gain Over 
Linage 1934 ~ 1933 

ae TI 6.5 odie ko oo 6600 Rives ceeneeecs ene 155,414 59,887 
ee a ae: ee a ee re 144,528 43,826 
TREAS BOTTA LAD on ccc cccseccccises 10,886 16,061 
Caretiae VOR TEI oc soot insccceceeccccs 176,359 75,251 
Bowen Paes te TeeTy os cck ce svescescucses 77,995 35,491 
CAROLINAS-VIRGINIA LEAD ............ 98,364 39,760 


Special reports of Advertising Record Company.) 


PROGRESSIVE FARMER 


THAN IN 3 OTHER PAPERS COMBINED 
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“OTHER PAPERS COMBINED $670,345 


Commercial Advertising Percentage of 
Revenue Year 1934 Four-Pader Total 

PROGRESSIVE FARMER.......... $728,982 52.1% 
Seocell Paik: Past ck Oa a. 8 80a 404,718 28.9% 
Think Park: PAsO ois 6c ssks stevens 167,735 12.0% 
ee Perey saree 97,893 7.0% 
Totel S Cther PRPs «cscs sccccsct $670,346 47.9% 
CHAINS). BEPC le cas c es cceeens eee $1,399,328 100.0% 

| (Source: Special Reports of Advertising Record Company) 


THE 


SOUTH' 


RALEIGH 
New York 


Edward S. Townsend 


PROGRESSIVE FARMER 


BIRMINGHAM 
250 Park Ave., 


MEMPHIS 


SAN FRANCISCO 


S LEADING 


FARM—AND—HOME 


Daily News Bldg., 


DALLAS 
Chicago 


MAGAZINE 
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EASY TO READ 


AN EASY-TO-READ AND 
EASY-TO-UNDERSTAND STATEMENT 


of the 
Strength and Standing 
of This Bank 


(Reported to the Stare Ranting Department a af De 7034) 


The w whe we ows —“ RESOURCES” 


SST AIS 
SAL 1 


Total of Our Liabilities Pins Our Worting Capital 


THE CENTRAL TRUST COMPANY 


Fourth and Vine Streets 


Member The Federal Reverwe System 


Statement of the Central Trust 

Company, Cincinnati, which ap- 

peared in local dailies. It was de- 

liberately prepared so that the 

layman may digest it without 
undue mental strain. 


ALL-YEAR CLUB 
DECRIES ATTACK 
ON ADVERTISING 


County Supervisors Hear 
Organization's Case 


Los Angeles, Cal., Jan. 17.—Dis- 
continuance of advertising for tour- 
ist trade at this time would be dis- 
astrous to Los Angeles County, Don 
Thomas, managing director of the 
All-Year Club of Southern Califor- 
nia, told the meeting of the Los 
Angeles County board of supervis- 
ors last week end. 

Mr. Thomas, heading a committee 
of Los Angeles business men, ap- 
peared before the board to present 
objections to a recent proposal that 
the board cancel its annual appro- 
priation for the All-Year Club. The 
1934-35 allocation by the board for 
the club’s advertising is $166,667. 


Citizen Objected 


On Dec. 11, Supervisor John An- 
son Ford, former advertising man, 
moved that such cancellation be 
made, after reading a letter from a 
Hollywood citizen who asserted 
southern California is already suf- 
ficiently advertised. The _ board, 
however, tabled the motion in order 
to get legal advice on the matter. 

Mr. Thomas pointed out that 
southern California annually bene- 
fits from the tourist trade to the 
extent of $124,000,000; from the cit- 
rus industry, $60,000,000; the oil in- 
dustry, $182,000,000; and from the 
motion picture industry, $450,000,000. 

Tourists coming into southern 
California, he added, contribute 23.1 
per cent of the taxes paid to Los 
Angeles County, through expendi- 
tures in hotels and cafes and for 
apartments. 

“In 1921, approximately 50,000 
tourists visited southern California,” 
Mr. Thomas said. “This figure in- 
creased to 1,048,819 in 1934.” He 
attributed the increase to the un- 
ceasing educational advertising pro- 
gram of the All-Year Club. 


Many Directors Present 


Mr. Thomas was introduced by 
Addison B. Day, president of the 
club. Among directors of the club 
at the county board meeting were 


Clark F. Waite, president of South- 
ern California Newspapers, Inc.; 
|Gene Menz, assistant publisher, 
|Los Angeles Herald-Express; Harry 
Crocker, representing George Young, 
publisher of the Los Angeles Ez- 
}aminer; Tom May, The May Com- 
pany; Paul S. Armstrong, general 
manager, 
Exchange; E. W. Cason, secretary, 
Southern Hotel Association; R. D. 
Matthews, vice-president, Union Oil 
Company; Henry P. Monahan, pas- 
senger traffic manager, Southern 
|Pacific Company; and Ralph J. 
Chandler, president, Los Angeles 
/Steamship Company. 

The supervisors, it is reported, 
have received a flood of protest let- 
ters since the cancellation proposal 


California Fruit Growers’ | 


Bauer & Black 
Drop ‘Catalog’ 
for ‘Pacemaker’ 


Chicago, Jan. 17.—Call a catalog 
by any other name and it will get 
a more careful scrutiny from its 
recipient. 

This is apparently the conclusion 
of Bauer & Black, Chicago, who 
have given their 1935 catalog the 
title of “The Pacemaker.” The mod- 
ernistic name is an index to the 
treatment accorded the new book. 
The cover shows a modern stream- 
line train speeding over a_ solid 


adopt an interesting decorative 
technique. 
Front and back covers of the cat- 


alog were laminated with Cello- 
phane, to give a lustre even exceed- 
ing that found in varnish. The book 
is spiral bound and the upper right 
hand corner is rounded in conform- 
ity with the modern treatment. 

A photomontage on the inside 
front cover serves the dual purpose 
of illustrating the practical use of 
six of Bauer & Black’s leading prod- 
ucts and of paying tribute to the 
retailer. The other figures form a 
halo about the druggist, to whom 
the catalog is dedicated. 

Large half-tone illustrations of 
the company’s line occupy the ma- 
jor portion of each page, the back- 


based on a central motif running 
throughout the volume. Thumb-nail 
sketches and brief copy emphasize 
merchandising factors helpful to the 
druggist. 

Dull finished paper was used 
throughout. The catalog is printed 
in three colors—rreen, black and 
orange. The latter color appears on 
the first two product pages to illus- 
trate the new Wet-Pruf Adhesive 
tape. 


Offer Publicity Bill 
A bill to appropriate $25,000 for 
1935 and 1936 to conduct Connecticut 
publicity has been introduced in the 
legislature of that state. It is pro- 
posed to have the funds available for 
a proposed Connecticut Tercentenary 


/was made. 


trestle, this enabling the artist to/| ground 


in each 


illustration being 


publicity committee. 


NEW YORK, 


JANUARY 


19, 1935 


Digest Readers to Buy 
292.866 Cars in 1935 


All Industry to Benefit 


Costs 82.400 a Week to 
Tap $205.006.200 Market 


DETROIT, January 19—Not many months 
ago motor car manufacturers made a 
prediction—increased activity for 1935. 
To-day that prediction is confirmed. Not 
by “experts,” nor by ordinary “survey” 
methods, but by the most accurate fore- 
caster of public action ever developed—a 
Literary Digest poll. 


This latest Digest poll reveals that 
285,951 Digest families— conservatively 
—will buy 292,866 cars in 1935. For them 
they will pay—conservatively—$205,006,- 
200. And this great motor car market can 
be reached through The Literary Digest 
with a full page message weekly — for 
52 weeks—for a total space cost of only 
$124,800. 


What Automotive Daily News Says 


Never has a market been predetermined 
by so accurate a measuring stick, of which 
Chris Sinsabaugh, in the Automotive 
Daily News, says: 

“Past performances have set up Liter- 
ary Digest as a straw-vote authority whose 
reports are a true barometer of what lies 
ahead, so sales managers in the automobile 
industry should profit by the poll the mag- 
azine is taking to find the potentialities of 
the market in the year just off our weather 
bow. For Literary Digest is taking another 
poll, asking its readers if they are going 
to buy new cars of 1935 vintage.” 

To determine precisely the 1935 motor 
car requirements of the 1,000,000 Digest 
reader-families, The Digest followed ex- 
actly the same procedure by which results 
of national, state, city, and special elec- 
tions have been forecast with uncanny 
accuracy. 

To thousands of Digest subscribers di- 
vided as on all Digest polls between cities, 
towns and rural districts, and located in 
every state, were mailed a simple letter 


(continued on page 2, column 1) 


Latest Literary Digest Poll 
Confirms Detroit’s Prediction 


REACHES HUGE CAR MARKET 


MORE THAN 1,000,000 corres WEEKLY 


jiteraryDigest 


DECEMBER 1, 1934 TEN CENTS _— 


According to the latest Digest poll, car manu- 
facturers can reach a $205,006,200 market 
with 52 pages in 1935 for a space cost of 
$124,800 in The Digest. 


Digest Results Gain 
10 New Advertisers 


December Also Brings Back 
6 Accounts Long Absent 


NEw YORK, January 19—Last month, 
ten more new advertisers brought 1934’s 
total of new accounts to 166, a pleasing 
indication that an increasing number of 
advertisers are refusing to overlook the 
astonishing record of results which The 
Digest has compiled in the past two years. 

In addition to many new accounts, six 
advertisers resumed schedules in The 
Digest after lapses of several years. One 
is back after a 7-year absence, one after 
6 years, one after 4 years, one after 3 
years, and two after 2 years. 


CheeK Surveys 
With Reeords 


Remington Sales Records 
Confirm Survey Findings 


Discrepancy Less Than 1% 


Soundness of Findings in 
9 Other Surveys Verified 


BUFFALO, January 19—‘“Is a mailing of 
500 questionnaires, with a return of 25% 
to 50°, a fair sample on which to base con- 
clusions relating to 2500 to 5000 in- 
quiries?”’ The answer to this question, 
sometimes raised by advertisers, is “Yes,” 
according to percentages disclosed by 
Remington Rand, Inc. 


In a survey recently conducted by an 
impartial agency on behalf of Remington 
Rand and The Literary Digest, question- 
naires were sent to 500 of a total of 3,060 
inquirers. The 173 (34.6%) question- 
naires filled out and returned indicated 
that 13% of The Digest inquirers bought 
Remington Portable Typewriters. Apply- 
ing this 13% to the total of 3,060 inquiries, 
it appeared that these Digest inquiries led 
directly to the sale of 398 Remington 
Portable Typewriters. 


Inquiries from advertising were all re- 
ceived at the home office, hence Remington 
Rand—as a check—could keep an accurate 
record of sales produced. These sales rec- 
ords now prove the original survey findings 
on Digest inquiries to be 99“« accurate. 


Proof Is Significant 


With this double-check in hand, it is ap- 
parent that The Digest method of survey- 
ing actual results is sound, and that the 
findings in the ten results surveys already 
conducted are likely to be almost 100% 
accurate. 


Among others, these surveys have 
proven the following results: for Amer- 
ican Safety Razor Corporation, 166 users 
for every 100 Digest inquiries; for Amer- 
ican Optical Company, 129 sales for every 
100 inquiries; for Armstrong’s Linoleum 
Floors, 61 sales of $55.45 each for every 
100 inquiries from housewives and 84 
sales of $135.23 each for every 100 in- 
quiries from business and professional 
men. 
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28-POINT BILL 
DEVELOPED BY 
REMEDY MAKERS 


Federal Trade Commission 
Would Rule 


New York, Jan. 17.—Strict control 
of advertising by injunction and un- 
der the Federal Trade Commission 


is provided by a bill sponsored by 


the Proprietary Association, whose 
membership will join other groups 
in working for its passage. This an- 
nouncement was made this week by 
Frank A. Blair, president of the as- 
sociation. Twenty-eight salient points 
necessary for adequate revision of 
the federal food and drugs act are 
embraced by the new measure. 

Most of these 28 points have been 
advocated by the government’s Food 
and Drug Administration, Mr. Blair 
said. The bill was prepared by 
James F. Hoge, counsel for the Pro- 
prietary Association. 

In asserting the organization to 
be in complete accord with those 
desiring the extermination of fakes 
and frauds, Mr. Blair said it stands 
ready to cooperate to this end. 

“It cannot, however, endorse the 


Copeland bill,” he said. “That bill 
represents a rearrangement of last 
year’s §.2800 with the addition of 
several highly objectionable provi- 
sions. Senator Copeland’s present 
bill carries forward most of the im- 
perfections of S.2800 and adds new 
ones taken, in principle, at least, 
from the old Tugwell bill.” 

The bill endorsed by the associa- 
tion is a revision of the existing 
law. The sequence of the provisions 
in the existing law has_ been 
changed, outmoded portions deleted 
and new matter added to meet cur- 
rent needs. A summary of the 28 
points covered follows: 

1. Prohibits false or misleading 
advertising of food, drugs and cos- 
metics. 

2. Extends the law to cover cos- 


metics, outlawing those dangerous 
to health and requiring all to be 
sold truthfully. 

3. Prohibits traffic in food dan- 
gerous to health whether the dan- 
gerous ingredients be normal or 
added. 


4. Proscribes the use of poison- 
ous containers. 


5. Compels the observance of 
reasonable standards of cleanliness 
in the preparation or handling of 
food. 

6. Forbids traffic on confection- 
ery containing metallic trinkets, 
which have been found to be a seri- 
ous menace to children. 

7. Forbids the use in food of un- 
certified and impure coal-tar colors. 

8. Forbids slack-filling and the 


NEWS OF THE NEW DIGEST * 


JANUARY 


19, 1835 2 


New Digest Poll 
Confirms Detroit 


(continued from page 1, column 1) 


and return card. The response was prompt 
and astonishing. 48% of the cards mailed 
were filled in and returned (a larger per- 
centage than any previous poll mailing 
has produced.) 

Figuring by the most conservative 
method possible, the returns show that 
80.9% of The Digest reader-families own 
one or more cars—practically a million 
cars among the million Digest families. 
30.5% of the present owners will buy new 
cars in 1935. In addition, 20.4% of the 
families who are not now car-owners will 
also buy new cars. If the present owners 
continue in their present price classes, 
and the new owners start modestly, Digest 
families will buy 190,362 cars at $1000 and 
under, 79,073 from $1000 to $2000, and 
23,431 over $2000. 

Even assuming that the average F.O.B. 
price is only $700, Digest readers will 
spend $205,006,200 for 292,866 motor cars 
next year. 

In addition to their value as a new car 
market, The Digest’s car owner families 


MOTOR MARKET BAROMETER 


MOTOR CAR OWNERS — JUST A MOMENT, PLEASE 
Please Check Pleove Check 
YES NO 1 CAR 2 CARS 3 CARS 


omen OL) COO 


$1,000 
to 


re, gittoo $200 $2000 


1 CAR 2 CARS 


Comerentvemme (|) [_) 


Thousands of cards like this were mailed to 
Digest readers. 48% were filled in and 
returned, giving motor car manufacturers an 
accurate forecast of the 1935 Digest market. 


form a huge market for accessories and 
other automotive merchandise—oil, gaso- 
line, spark plugs, tires, brake lining, 
heaters, radios, radiator fluids, and every- 
thing else needed in the operation and 
maintenance of 1,000,000 motor cars. 
What cars, gas, oil, tires, and acces- 
sories Digest readers will buy in 1935, 
will depend largely on what companies 
grasp the opportunity of reaching a great 
predetermined market at one of the lowest 
advertising costs available to-day. 


THE BIGGEST 


pen EYS, pie-charts, analyses, 
subscription methods, and all 
the rest of the media bugaboos to 
the contrary, the average adver- 
tiser's chief concern is the amount 
of cold cash his hard-earned 
advertising dollars pour back into 
the till. 


So far as we know, The Digest is 
the only publication ever to make a 
systematic endeavor to check con- 
crete results. And in ten cases out 
of ten, by a method the veracity of 
which has been proved, The Digest 
has shown results in excess of even 
our own fondest expectations. 


Yet today, The Digest— with an 


YOUR ADVERTISING 


FOR BIG RESULTS AT LITTLE COST 
THE LITERARY DIGEST 


WORTH 


ONEY CAN BUY 


unbeatable record of results — 
offers the lowest rate per page per 
thousand in its 44-year history. 
A comparison of pages delivered 
weekly to homes by the news- 
weeklies for every dollar of 
advertising expenditure, convinc- 
ingly demonstrates the value 
given by The Digest: 


The Literary Digest 417 
News-Week 286 
Time 271 


Combine extremely low rates 
with proved results and it's easy 
to understand why The Digest 
is one of to-day’s best advertising 
investments. 


Digest More 
Than “News” 


Stresses Fast, Intelligent 
News “‘Interpretation”’ 


Contributors Know Topics 


Seven Reeent Articles 
Show Policy’s Value 


NEw YORK, January 19—The editorial 
offices of The Literary Digest, to-day re- 
affirmed the fact that under the new edi- 
torial policy The Digest is not a “news” 
weekly in the accepted meaning of the 
word, nor is it a journal devoted to a 
weekly rehash of newspaper articles and 
editorials. 


“The newspapers,” they said, “fill a 
daily need which we, as a national maga- 
zine, cannot and do not attempt to meet. 
But with the constantly increasing activ- 
ity the radio and swifter methods of trans- 
portation have made possible, a new need 
has arisen among busy Americans. 


“In the average man’s day there is no 
longer time to read and digest thoroughly 
the entire contents of a newspaper, nor 
to relegate the findings to the degree of 
importance they should occupy in his daily 
life. It is our purpose to provide this ser- 
vice quickly and intelligently, with the 
faith and care it warrants, on all subjects 
—light and serious—which interest the 
better class of American people. To do the 
job, we must obviously employ writers 
who are acknowledged authorities on the 
subjects on which they write.” 


Quote Recent Examples 


As examples of the policy, six recent 
articles were quoted. On November 10 
Edward Price Bell, after a series of inter- 
views in Washington, interpreted the atti- 
tude of official Washington toward the 
entire troubled European scene. On No- 
vember 17 The Digest weighed the prob- 
able effect on the private individuals (who 
would benefit) and on private utilities 
(which wouldn’t) of the government’s 
economic experiment at Norris, Tennessee. 
On November 17 and December 22 R. A. 
McFarland presented first-hand, compre- 
hensive, concise reviews of the Soviet 
Union’s experiments in government and 
the handling of criminals (whether to 
treat them as worthless culprits or to try 
to solve their dilemmas). On December 15 
Kenneth Stuart reviewed the NRA’s latest 
test—a labor fight between newspapers 
and their employees. 

On the lighter side, the December 15 
issue carried an intelligent survey of the 
American Theater (with a list of the ten 
best current plays in New York), and a 
frank discussion of so-called “profession- 
alism” in college football. 


use of deceptive containers as to 
foods. 

9. Provides for the promulgation 
of reasonable minimum standards of 
identity and quality of food. 

10. Provides for appropriate in- 
formation to the consumer of special 
dietary foods. 

11. Prohibits traffic in drugs which 
are dangerous to health under the 
conditions of use prescribed on the 
label. 

12. Requires that official drug 
products comply not only with the 
standards of strength and purity, 
but also with the identity, an- 
nounced in the United States Phar- 
macopoeia and National Formulary, 
or supplements thereto. 

13. Provides for appropriate pre- 
cautionary statements on drugs lia- 
ble to deterioration. 

14. Declares non-official drugs in 
violation if the strength varies from, 
rather than falls below, the stand- 
ard claimed. 

15. Contributes to the safety of 
self-medication by preventing medi- 
cines from being sold as cures un- 
less they are cures. 


Misleading Claims Barred 


16. Requires 
plicit 
stated. 

17. Makes sheer ignorance no 
longer a defense for false claims of 
curative effect for drugs. 

18. Requires that claims as to 
therapeutic effects of drugs shall 
not only be true, but also not mis- 
leading. 

19. Requires habit-forming drugs 
to bear warning labels. 

20. Requires label declaration of 
a list of potent drugs when used as 
ingredients in medicines. 

21. Requires that  antiseptics 
must have actual germicidal power. 

22. Provides for factory inspec- 
tion and the procurement of records 
needed to prove interstate transpor- 
tation. 

22. Prevents abuse of the power 
to seize and yet provides through 
injunction for complete and prompt 
stoppage of all shipment of a dan- 
gerously misbranded product. 

24. Restrains repetitious offenses. 

25. Increases the penalties for 
violation of the act. 

26. Prohibits not only imitating 
another product, but also counter- 
feiting or imitating the label or 
identifying name or mark of an- 
other product. 

27. Provides that petty cases may 
be settled informally, and that rea- 
sonable allowance be made for ab- 
normal individual reaction. 

28. Provides for efficient control 
of false advertising without clutter- 
ing up the courts with criminal 
prosecution, and at the same time 
provides means for prompt and 
complete stoppage of dangerous ad- 
vertising. 


complete and ex- 
directions for use plainly 


British Government Sets 
Up Advertising Bureau 


Apparently encouraged by success 
attending the advertising campaign 
conducted by its money-making Post 
Office Department, the British gov- 
ernment will soon establish a semi- 
official organization for political 
propaganda by advertising to elec- 
tors. 

Sir Kingsley Wood, Postmaster- 
General, who sponsored the advertis- 
ing campaign for the Post Office De- 
partment, will head the national 
government’s new advertising depart- 
ment, which will have its own office 
and staff. Posters, films, radio, and 
probably newspapers, will be used 
during the campaign. 


Porte to Mergenthaler 


Harry W. Porte, formerly vice- 
president of the Porte Publishing 
Company, Salt Lake City, has been 
appointed manager of the San Fran- 
cisco agency of the Mergenthaler 
Linotype Company. He succeeds F. 
C. Van Schaick, who becomes special 
representative of the company’s 
president, with duties which will 
keep him occupied on the Pacific 
coast. 


Back to Campbell-Ewald 


Haberlin Moriarity, formerly head 
of an advertising agency of that 
name, and for two years northern 
California representative of J. Stirl- 
ing Getchell, Inc., has joined the San 
Francisco office of Campbell-Ewald 
Company, Inc., with which he had 
been associated in former years. 
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ADVERTISING IN 
DAILIES SHOWS 
INCREASE AGAIN 


New York, Jan. 17.—That news- 
paper advertising lineage is continu- 
ing to climb is shown by ADVERTISING 
AGE’s analysis of lineage carried by 
newspapers in 80 cities measured by 
Media Records, Inc., during Decem- 
ber. 

Three cities in which comparable 
figures for December, 1933, were not 
available are not included in the 
comparative analysis. 

In the remaining 77 cities, the 
newspapers measured by Media Rec- 
ords carried a total of 149,667,684 
lines of advertising in December, as 
compared with 138,529,343 in Decem- 
ber, 1933, a gain of 11,138,341 lines, 
or approximately eight per cent. 

General lineage rose from 17,753,- 
094 lines in December, 1933, to 19,- 
387,315 lines last month, an increase 
of 1,634,221 lines or 9.2 per cent. 
Gains were also made by retail, auto- 
motive, and classified, while financial 
lineage fell off. 

Retail lineage went up from 91,- 
029,184 to 98,660,889, a gain of 7,631,- 
705 lines or roughly 8.3 per cent, and 
classified rose from 18,949,771 to 
20,708,069, an increase of 1,758,289 
lines or 9.3 per cent. 

Financial lineage dropped from 
2,357,128 lines to 2,262,410 lines, a 
decrease of 94,718 lines or about 4 
per cent. 

Automotive lineage was up from 
5,350,323 lines in December, 1933, to 
5,363,581 lines in December, 1934, a 
gain of 13,258 lines or about one- 
quarter of one per cent. This classi- 
fication had dropped from 7,552,602 
in November, 1933, to 4,944,152 in 
November, 1934, a decrease of about 
34.5 per cent. 


Walgreen in 
Sunday Papers 
In Test Plan 


Chicago, Jan. 17.—For the first 
time in recent years the Walgreen 
Company, drug chain, is now using 
Sunday newspaper advertising in 
Chicago. The change in policy was 
initiated Jan. 14, when Walgreen took 
a full page in the Chicago Sunday 
Tribune to call attention to unusual 
values in a number of articles repre- 
senting a cross-section of its stock. 

An executive of the big chain ex- 
plained that advertising in the fore- 
part of the week is now being con- 
ducted on an experimental basis in 
a half-dozen cities, including Little 
Rock, Milwaukee, Denver, Tampa 
and Kenosha, Wis. While the copy 
runs on Sunday as a rule, it is being 
inserted on Monday in one or more 
cases. 

Most chains have confined their 
newspaper copy to the latter part of 
the week, the plan being in part a 
heritage from the days when the 
Saturday pay-day was almost uni- 
versal practice, and most shopping 
was done on that day. 

The Walgreen advertising is de- 
signed to ascertain whether or not 
retail copy has failed to take account 
of important buying trends. The 
test has proved highly successful in 
some cities, not so profitable in 
others. 


Return to Air Waves 


“The March of Time,” series of 
news dramatizations currently spon- 
sored by Time, will again be spon- 
sored: by Remington Rand, Inc., 
maker of typewriters and office equip- 
ment, starting Jan. 25. Remington 
Rand sponsored the program last 
year. The program is heard from 
9 to 9:30 p. m., EST, on Fridays, 
over the WABC-Columbia network. 


Engraving Firm Expands 

The Wallace-Miller Company, photo- 
engravers, artists and designers, has 
doubled its quarters at 466 W. Supe- 
rior St., Chicago. New equipment 
has also been added. 


DECEMBER NEWSPAPER ADVERTISING LINEAGE FOR 
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1934 955,434 203,196 39,479 16,454 248,306 1,489,244 
Denver ..... 1933 $91,020 196,538 55,940 24,748 226,281 1,410,805 
Dift + 64,414 + 6,658 —16,461 —8,294 +22,025 +78,439 
1934 620,485 157,137 57,015 5,945 176,764 1,021,490 
re re ae 933,894 
an -ee6¢e00 seesees  —s8eses : ctseees seeetee + 87,596 
1934 2,096,616 492,171 130,282 42,558 590,501 3,352,541 
*Detroit ..... 1933 2,011,430 363,542 138,027 48,966 432,926 2,997,410 
Dift + 85,186 +128,629 = —7,745 —6,408 +157,575 + 355,131 
1934 373,902 69,060 25,242 14,937 35,974 526,468 
Easton ....... 1933 419,553 43,790 19, 340 13,213 42,556 549,307 
Diff —45,651 + 25,270 + 5,902 +1,724 —6,582 —22,839 
1934 686,628 79,506 42,301 6,377 178,477 994,951 
Bl Paee 2c. 1933 631,211 94,284 35,192 3,071 157,266 923,880 
Diff +55,417 —14,77 + 7,109 +3,306 + 21,211 +71,071 
1934 531,566 138,004 54,759 7.300 157,280 897,217 
BED ccccceccs 1933 509,140 112,909 43,145 9,709 180,169 863,192 
Diff + 22,426 + 25,095 +11,614 —2,409 —22,889 + 34,025 
1934 1,106,916 119,120 49,492 41,132 124,838 1,450,505 
Evansville 1933 846,022 144,970 39,795 30,434 141,110 1,215,499 
Diff + 260,894 —25,850 + 9,697 + 10,698 —16,272 + 235,006 
1934 300,830 73,607 34,032 7,597 27,708 453,366 
Fall River 1933 301,856 54,915 27,349 4,997 40,049 435,586 
Diff —1,026 + 18,693 + 6,683 + 2,600 —12,341 +17,780 
1934 929,171 150,160 39,162 13,268 145,423 1,295,532 
Ft. Wayne 1933 731,811 137,430 34,548 9,459 115,852 1,046,959 
Diff +197,360 +12,730 +4,614 + 3,809 + 29,571 + 248,573 
1934 704,427 132,401 47,839 8,589 160,177 1,058,749 
Ft. Worth 1933 664,744 163,359 63,003 10,538 177,300 1,089,638 
Diff + 39,683 —30,958  —15,164 —1,949 —17,123 —30,889 
1934 334,493 43,899 _ 18,679 14,873 81,536 514,498 
Freeport 1933 391,826 60,093 21,393 13,004 85,793 594,212 
Dift —57,333 —16,194 —2,714 __+1,869 —4,257 —79,714 
1934 331,205 38,247 13,963 41,112 39,383 475,626 
Glens Falls 1933 288,205 34, 203 14,576 39,292 42,005 434,866 
Dift + 43,000 +4,044 —613 + 2,820 —2,622 + 40,760 
1934 534,006 123,006 53,141 11,525 84,294 $26,341 
‘*Harrisburg ..1933 513,040 100,161 52,752 12,310 72,913 772,152 
Diff + 20,966 + 22,845 _ +389 —785 +11,381 = + 54,189 
1934 1,211,122 221,131 73,713 76,351 137,083 1,740,469 
Hartford 1933 1,197,445 216,701 65,616 77,024 151,739 1,734,090 
Diff +13,677 + 4,430 + 8,097 —673 —14,656 + 6,37 
193 1,260,509 213,774 229 21,202 386,478 1,9 
Houston ..... 1933 1,149,808 251,675 87,908 29,128 279,497 a, 816, 078 
Diff +110,701 —37,901 —14,679 —7,926 + 106,981 + 148,433 
1934 1,752,105 217,770 67,775 23,740 448,059 2,516,424 
Indianapolis .1933 1,552,485 230,853 92,329 31,971 391,983 2,312,862 
Diff + 199,620 —13,083 —24,554 —8,231 + 56,076 + 203,562 
1934 778,429 175,086 42,322 20,393 180,908 1,203,822 
Jacksonville ..1933 676,801 121,507 56,170 21,759 160,820 1,044,376 
Diff + 101,628 + 53,579 —13,848 —1,366 +20,088  +159,446 
1934 534.761 60,491 26,422 11,502 89,804 786,410 
Jamestown Gn”  Saaee °ee¥ees esses 606800  $#Cneeee $$$ se6see 
a stteee __seehab.. . dabehe. . . Saasee eee fi eee ee 
1934 771,418 91,256 31,942 148,671 1,099,843 
Knoxville - 1933 604,511 117,960 39,209 100,789 904,978 
Diff + 166,907 —26,704 + 8,583 —7,267 + 47,882 + 194,865 
1934 1,848,378 492,359 117,923 38,894 785,844 3,287,176 
*Los Angeles 1933 1,662,291 418,921 109,898 62,778 669,698 2,926,899 
Diff + 186,087 + 73,438 +8,025 —23,884 +116,146 + 360,277 
1934 314,652 42,900 24,341 4,395 31,308 421,672 
Manchester ..1933 301,568 38,738 23,131 5,611 26,649 400,248 
Dift +13,084 + 4,162 +1,210 —1,216 = + 4,659 + 21,424 
1934 1,136,744 121,288 56,304 12,532 182,959 1,511,188 
5Memphis .1933 980,697 218,268 56,719 15, HH 159,315 1,434,269 
Diff + 156,047 — 96,980 —os5 — 3,333 + 23.644 + 76,919 
1934 1,568,927 317,871 76,505 39,194 408,854 2,419,227 
Milwaukee ..1933 1,578,701 318,257 85,977 31,869 271,298 2,296,463 
Diff —9,774 —3s8 —9.472 + 7,325 + 137,556 + 122,764 
1934 1,924,490 553,275 47,370 60,196 186,333 2,785,782 
Montreal ..... 1933 1,835,316 563.479 68,191 60,812 167,658 2,716,531 
Diff +89,174 —10,204 —20,821 —616 + 18,675 + 69,251 
1934 766.444 133,011 51,892 22,217 133,341 1,115,948 
*'Nashville 193% 635,356 144,196 40,819 16,464 109,151 960,944 
Diff + 131,088 —11,185 +11,073 +5,753 + 24,190 + 155,004 
1934 1,629,075 288,371 90,215 46,391 511,645 2,652,356 
Newark ...... eS es en oe ore? re eee ceccee 
eee eee eee eeeee eeccece eoccce 
1934 6,429,761 1,660,738 164,502 247, 344 796,081 9,337,737 
*New York ..1933 5,792,156 1,447,206 212,726 258,001 799,235 8,555,301 
Diff + 637,605 + 213,532 —48,223 —10,657 —3,154 + 782,436 
1934 1,843,566 378.396 66,375 26,353 441,137 2,862,847 
New Orleans 1933 1,568,777 342,103 55,106 29,788 452.459 2,527,261 
Diff + 274,789 + 36,293 + 11,269 —3,435 —11,222 + 335,586 
1934 809,682 173,771 45,875 37,844 310,008 1,639,270 
Brooklyn . -1933 821,743 179,043 46,264 33,645 342,744 1,626,525 
Diff —12,061 —5,272 —389 +4,199 —32,736 + 12,745 
1934 423,299 39.759 26,196 6.490 35.301 547,405 
Niagara Falls 1933 393.820 37,695 18,033 10,014 23,724 526,504 
Diff + 29,479 + 2,064 +8,163 —3,524 +11,577 + 20,901 
1934 803,080 151,809 51,722 18,329 331,383 1,364,983 
Oakland ..... 1933 764,940 169,837 40,751 15,913 293,799 1,304,893 
Diff + 38,140 —18,028 +10,971 + 2,416 + 37,584 + 60,090 
1934 999,242 166,773 52,156 17,247 244,612 1,482,487 
Okla, City 1933 845 203 149,969 65,233 10,275 190,879 1,264,152 
Diff + 154,039 + 16,804 —13,047 +6,972 +53,733 + 218,335 
1934 1,086,596 163,959 50,258 2,192 184,540 1,489,521 
*Omaha ..... 1933 945,938 175,558 62,853 10,362 215,960 1,412,598 
Diff +140,658 —11,599 —12,595 —8,170 —31,420 + 76,923 
1934 1,460,352 212,469 54,755 7,804 253.801 2,117,099 
PeOT ccccces 1933 1,394,154 211,449 63,238 10,809 237,230 1,947,536 
Dift + 66,198 +1,020 —8.483 —3,005 + 16,571 + 69,563 


1934 AND 1933 


IN 80 LEADING CITIES 


Total 
(Including 

City rr General Automotive Financial Classified Legal) 
1934 734,347 130,494 51,617 505,736 4,659,352 
’Philadelphia .1933 741,410 149,845 66,604 587,177 4,924,460 
biff ° 7,063 -19,351 14,987 81,441 —265,108 
ae 41934 623,994 92,647 8.001 165,688 965,161 
PReemisg .cce. 1933 576,063 87,101 7,259 148,711 875,553 
Diff + 47,931 + 5,546 +742 + 16,977 + 89,608 
1934 ~~ 389,968 109,140 19,771 317,919 3,200,719 
*Pittsburgh ..1933 83,73: 304,698 100,644 23,943 240,512 2,953,641 
Diff + 51,858 + 85,270 + 8,496 —4,172 +77,407 + 247,078 
1934 919,767 234,406 68,530 12,334 306,628 1,543,943 
Portland 1933 949,125 199,842 55,602 11,760 277,145 1,495,119 
Diff —29,358 + 34,564 + 12,928 +574 + 29,483 + 48,824 
Ati 1934 1,246,671 205,661 91,711 33,631 229,747 1,907,475 
Providence ..1933 1,145,624 201,075 $1,523 44,184 203,400 1,730,585 
Diff + 101,047 + 4,586 +10,188 —10,5 +26,347 +176,890 
oi oo 1934 $82,752 138,288 62,916 14, a 115,813 1,245,613 
Reading ...... 1933 862,448 119,305 63,750 19,810 124,393 1,229,082 
Diff + 20,304 +18,983 | —834 —5,207 —8,580 +16,531 
7984 «1,101,525 192,982 62,924 24,262 232,006 1,625,179 
Richmond ....1933 957,983 150,239 50,913 31,798 220,075 1,428,837 
Diff +143,54: : __ +12,011 —— —7,536 +11,931 + 196,342 
See eter bt teak 1.838, 8.740 112,458 64,422 344,251 2,413,511 
*Rochester ...1933 1,408,569 82,368 78,476 300,620 2,188,829 
Diff + 120,171 +79,648  +30,090 —14,054  +43,631  +224,682 
~~ s~—:s«aBHA« 014,683 196,029 73,400 28,354 219,112 1,698,506 
Salt Lake City.1933 855,926 177,922 70,005 32,225 216,636 1,367,484 
Diff + 158,757 + 18,107 + 3,395 —3,871 +2476 + 331,022 
1934 1,004,557 205,710 73,798 27,808 346,467 1,668,631 
*San Antonio 1933 900,837 211,637 75,040 27,395 266,252 1,499,605 
Diff +103,720 —5,927 —1,242 +413 +80,215 +169,026 
coe 1,043,581 215,703 94,246 22,409 303,547 1,690,690 
San Diego ...1933 1,136,502 240,732 $1,390 19,008 297,859 1,814,815 
Diff —92,921 —25,029 + 12,856 +3401 + 5,688 —124,125 
—— 1934 1,389,198 480,364 111,665 48,994 665,453 2,717,712 
*S, Francisco.1938 1,364,389 428,651 93,854 54,460 573,329 2,546,187 
Diff + 24,809 + 51,713 +17,811 5,466  +92,124  +171,525 
~ 1934 1,032,506 293,863 68,177 16,152 455,289 1,867,239 
Seattle ....... 1933 915,833 237,125 60,038 7,279 382,767 1,606,031 
Diff +116,673 +56,738  +8,139 +8873 +72,522 + 261,208 
1934 570,929 29,212 3.389 88, 788,291 
TSioux City ..19338 494,650 27,378 2,838 107,553 722,896 
Diff + 76,279 +6, “198 +1,834 +551  —18,810 + 65,395 
= ae We Bt “796,589 107,949 46,105 22,808 167,965 1,150,535 
South Bend...1933 804,955 111,971 46,894 22,102 110,971 1,105,531 
’ Diff —8,366 22 —789) “+701 __ +56,994 + 45,004 
~ 1934 568,261 "50,646 21,164 196,208 1,044,938 
Spokane ..... 1933 559,757 140,398 42,961 20,220 128,245 897,418 
Diff + 8,504 + 43,970 +7,685 +944 + 67,958 + 147,520 
1934 1,636,397 369,385 67,709 23,560 480,261 2,581,263 
St. Louis..... 1933 1,450,716 343,506 $8,901 17,609 471,391 2,376,540 
Diff +185,681 +2641 879 —21,192 +5,951 +8,870 + 204,723 
1934 1,231,142 279,710 90,029 38,793 265,329 1,952,088 
*Syracuse 1933 1,327,328 200,179 79,150 40,274 261,949 1,948,328 
Diff —96,186 + 79,531 +1 10,879 —1,481 «+ 3,380 +. 3,760 
= ~ 9934 558,321 129,294 5 7,872 236,168 980,792 
Tacoma ..... 1938 516,374 112,841 268 11,281 212,232 899,870 
Diff + 41,947 + 16,453 + 2,967 —3,409 + 23,936 + 80,922 
1934 969,766 148,971 71,610 21,247 171,426 1,391,797 
Toledo ...... 1933 $90,440 131,911 56,746 17,220 148,309 1,259,161 
Diff + 79,326 + 17,060 +14,864 + 4,027 __+3%137__+ 188,698 
~ 4934 2,274,702 524,531 68,929 57,122 555,632 3,490,493 
Toronto ...... 1933 2,054,169 573,876 74,628 59,583 514,648 3,286,899 
Diff + 220,533 —49,345 —5,699 —2,461 +40,984 + 203,594 
: 1934 471,035 80,583 37,168 17,959 45,745 661,756 
Trenton ..... 1933 469,278 67,014 31,574 16,630 47,287 646,104 
Diff + 1,757 + 13,569 +5,594 +1,329 —1,542 + 15,652 
1934 924,146 110,291 57,275 20,815 212,992 1,327,107 
We sc cczees 19338 759,854 103,298 58,189 15,519 231,304 1,169,597 
Diff +164,292 + 6,993 —914 +5,306 18,312 + 157,510 
1934 3,493,242 532,117 147,213 43,644 591,563 4,928,806 
*Washington .1933 2,738,463 411,671 143,203 44,225 556,957 4,091,311 
Diff +754,779 +120,446 — + 4,010 —581 + 34,606  +837,495 
1934 2,051,226 307,759 | 173,715 93,941 239,542 3,057,778 
Westchester 1933 2,057,635 263,405 152,702 77,174 223,007 2,918,534 
Group ...... Diff —6,409 +44,354 + 21,013 + 16,767 +16,535 + 139,244 
1934 1,077,736 210,054 74,061 13,609 318,638 1,700,871 
Wichita ..... 1933 939,526 183,799 74,124 14,843 277,444 1,492,918 
Diff +138,210 + 26,255 —=§3 —1,234 +41,194 +4207,958 
1934 2,180,735 220,725 76,732 36,933 122,712 2,655,362 
Wilkes-Barre .1933 2,122,320 198,329 71,100 40,187 140,059 2,602,382 
Diff + 58,415 + 22,396 +5632 —3,254 —17,347 + 52,980 
1984 1,084,795 186,874 78,147 26,693 158,194 1,568,924 
Worcester .1933 1,010,179 174,891 82,873 19,133 135.471 1,443,949 
Diff + 74,616 +11,983 —4,726 + 1,560 $22,723 +124,975 
1934 740,504 134,363 65,889 8,585 188,341 1,142,065 
Youngstown ..193% 640,391 111, ; Q 11,813 95,566 921,951 
Diff + 94,113 + 22,5 —3,228 +92,775 + 220,114 
nine 1934 98,660,889 ~~ 2,262,410 20,708,060 149,667,684 
*Totals ...... 1933 91,029,184 7,128 18,949,771 138,529,343 


Diff + 7,631,705 


*“American Weekly” lineage included. 


—94,718 + 1,758.2 289 + 11,138,341 


+Des Moines, Jamestown and Newark figures are not included in these totals. 


1“Press Union,” morning and evening, sold only 


edition. morning, is shown. 


. is shown. 
8“Courier,” evening, 
“Courier’ only is shown. 
“Evening News” 


and “Post,” 


5“Evening Appeal,” discontinued, effective July 1, 
6Tennesseean,”” morning and evening, sold in combination only. 


ing edition only is shown. 
7™ Journal,” is an all-day paper. 


which discontinued publication April 15, 


Bank i in Setiiens ‘Sie 


The City National Bank & Trust 
Company of Chicago has started an 
extensive outdoor advertising cam- 
paign throughout the Chicago terri- 
tory. The campaign will include use 
of both posters and painted bulletins, 
and will be handled by the Chicago 
office of the Outdoor Advertising 
Agency of America, Inc. Chester L. 
Price, assistant manager of the 
bank’s business extension depart- 
ment, is in charge of the campaign. 


J. V. Roberts Dies 


J. V. Roberts, 49, secretary-treas- 
urer of Botsford, Constantine & 
Gardner, Portland, Ore., advertising 
agency, for the past 18 years, died 
Jan. 6 at his home near Milwaukie, 
a suburb of Portland. Mr. Roberts 
had served as a director and vice- 
president of the Pacific Advertising 
Agencies Association. Surviving are 
his wife, a daughter and a sister. 


Mualvany Joins Rea 


F. A. Mulvany, former Pacific 
coast district manager of the R. C. 
A. Radiotron Company, and dis- 
trict sales manager of the General 
Electric Supply Corporation, has 
joined the staff of the Fred W. Rea 
Advertising Agency, San Francisco, 
in charge of public relations for 52 
public utilities throughout the coun- 
try. 


‘Globe,” morning and evening, sold in combination. 
morning, 


carries the same amount of advertising as the 


One edition only 
81933 figures include the advertising of the 
1934. 


in combination. Lineage of one 


Lineage of one edition eve- 


sold in combination. Lineage of 
“Patriot.” 
19338. 


Lineage of morn- 


is measured. 
“Morning Ledger” and “Sunday Ledger” 
—Media Records, Incorporated. 


New paren fins Annee 
Formed by R. C. Breth 


R. C. Breth, who for seven years 
has maintained a branch office in 
Green Bay, Wis., of Freeze-Vogel- 
Crawford, Inc., Milwaukee agency, 
has formed a new agency, R. C. 
Breth, Inc., with offices in the Archi- 
tects Bldg., Green Bay. 

The new agency will operate with 
the same personnel as the branch 
office, and will service the same 
clients as before, including Signal 
Electric Mfg. Company, Appleton 
Woolen Mills, Giant Grip Mfg. Com- 
pany, Paper Converting Machine 
Company, and Henes & Keller Com- 
pany. 


Dewees Resigns 


J. Malcolm Dewees, account execu- 
tive with D’Evelyn & Wadsworth, 
Inc., San Francisco, has resigned to 
take over the management of the 
San Francisco office of Kelly, Nason 
& Roosevelt, Inc., which will handle 
the advertising of the Grace Lines, 
S. & G. Gump Company, and Glad- 
ding McBean Company. 


Joins Chicago Publishers 


Fred A. Clark, formerly associated 
with Oil Heat, has joined the sales 
staff of Domestic Engineering Publi- 
cations, Chicago. He will have head- 


quarters in Philadelphia. 
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‘New Agency Opened 
in San Francisco 


Carl C. Wakefield, who recently 
resigned as financial editor of the 
San Francisco Examiner, has opened 
an advertising agency under his own 
name at 660 Market St., San Fran- 
cisco. The Elwood J. Robinson Ad- 
vertising Agency will represent the 
agency in Los Angeles. 

Associated with the new firm are 
Louis Cahen, formerly head of the 
Associated Advertising Company, San 
Francisco, and George Tichenor, for- 


merly with the advertising depart- 
ment of the Guarantee Trust Com- 
pany, New York. 


Names T yson-Rumrill 


Rochester Engineering & Centri- 
fugal Corporation, a _ division of 
American Laundry Machinery Cor- 
poration, manufacturing centrifugals, 
dryers and other industrial equip- 
ment, has appointed Tyson-Rumrill 
Associated, Rochester, N. Y., branch 
of O. S. Tyson & Co., Inc., to handle 
its advertising. 


ANUFACTURERS who 

are looking for action on 
the Federal Housing Act, look 
to the plumbing and heating in- 
dustry. Plumbing and _ heating 
contractors are now the central 
force around which modernizing 
and remodeling is moving. 
Now is the time to go before 
these contractors with your story, 
because they are alive to the new 
business possibilities. They are 
being called upon daily to fur- 
nish new equipment, and whether 
or not that equipment is yours, 
depends upon the direction and 
force of your own efforts. Reach 
these key contractors through 
DOMESTIC ENGINEERING. 


DOMESTIC ENGINEERING 
1900 Prairie Avenue, Chicago, III. 


ATMOSPHERE 
COMFORT 


in CHICAGO 


All Chicago offers you 
no finer address than the 
Auditorium Hotel on beau 
tiful Michigan Avenue 
just a few steps from 
the Loop. Every fine 
hotel service and luxury 
at surprisingly lowcost 


The 
AupIrorRiIUM 
HOTEL 


Geo. H. Mink, Mgr. 


vith HAGEN 


DEFLECTOR SOLE IRONS 


tor Sole be yeu to 
of the ball ond oti] get « perfect igen chor 
the cowlts 


te Get @ portent shot wich the 
eon the chub bend mast hu th: 


new Hagen Deflertee Sole beoas you have 
the full leeway of o tull inch. 16 chaaces 
shot vs cme! 


220% Nw mee need you take © tb to | gamble un your 

* — eomahom. ‘That hazard removed 
Haga Defects Sele inane are the aciearlic 
anawer. Try one today and nee te difference 


Choice shame Maraces the paying of Hogen Clubs 
and Hall by beck Frevcsmmals and Ammatoms 


sunrm”, THE L. A. YOUNG GOLF COMPANY 
~ ORTRO a MCHIGAN 


Explanatory copy of this type will 
be used to promote a new line of 
Hagen irons. 


NEW HAGEN GOLF 
CLUB INTRODUCED 


Detroit, Mich., Jan. 17.—Another 
step forward in the campaign to 
make the golfer’s life a happy one 
has been taken with the launching 
this month of a new drive by the 
L. A. Young Golf Company, manu- 
facturer of Walter Hagen golf prod- 
ucts. 


The new Hagen Deflector Sole 
irons, according to copy headlines, 
offer “16 times greater chance for a 
perfect iron shot!” The company ex- 
pects the new development will be 
hailed by good, bad and indifferent 
golfers during the coming season. 


The campaign is reaching golfers 
through Collier’s, Golf Illustrated, 
Golfing, The New Yorker, Progres- 
sive Golfer of America, and Time, 
while the trade is getting the story 
through Golfdom, Sporting Goods 
Dealer, and Sporting Goods Journal. 

In a typical two-column advertise- 
ment appearing in the current issue 
of Time, six sketch illustrations show 
the action of the conventional and 
the new clubs as they come in con- 
tact with the ball. 


Here’s the Answer 


“The back edge of these new Hagen 
heads is considerably lower than the 
front edge,” copy explains. “This 
simple but revolutionary develop- 
ment causes the club head to glide 
or skid on the ground instead of dig- 
ging into the turf. Hagen Deflector 
Sole irons permit you to hit a full 
inch back of the ball and still get a 
perfect iron shot.” 


In order to get a perfect shot with 
the conventional iron, the reader is 
told, “the club head must hit the 
ball and the ground at precisely the 
same instant. Or as Walter Hagen 
himself says—You must hit the ball 
within 1/32nd or 1/16th of an inch of 
the exact spot to execute a perfect 
shot.’ And only the great Hagen and 
a very, very few others can always 
do that! But with the new Hagen 
Deflector Sole irons you have the full 
leeway of a full inch—16 chances for 
a perfect iron shot vs. one.” 


Olmsted Joins Ridgway 


Fred R. Olmsted has joined the 
staff of the Ridgway Company, St. 
Louis advertising agency, as an ac- 
count executive. Mr. Olmsted was 
formerly with the merchants’ service 
bureau of the Rice-Stix Dry Goods 
Company, and for several years con- 
ducted his own advertising and art 
service. A. Maescher, Jr., has been 
made production manager of the 
agency. 


Joins National Sportsman 

Melvin Gerard, formerly Western 
representative of Lothrop, Lee and 
Shepard Company, has left the ad- 
vertising department of the Ameri- 
can Optical Company to join National 
Sportsman, Inc., Boston, Mass. He 
will handle general advertising pro- 
motion for National Sportsman Maga- 
zine and Hunting & Fishing. 


Weller to Hiram Walker 


Hal Weller, recently associated 
with the San Francisco office of 
Campbell-Ewald Company, Inc., has 
been appointed public relations man- 
ager of Hiram Walker & Sons, West- 
ern division. 


Set Date for 
Silk Review 


New York, Jan. 17.—To present 
the new silks for spring the “Silk 
Review” will be sponsored by the 
International Silk Guild during the 
week of March 18. 

This year’s national promotion for 
silks will be even wider in scope 
than the “Silk Parade” staged by 
the guild in the fall of 1934, ac- 
cording to Paolino Gerli, president. 
The 1934 event is said to have given 
marked stimulus to store-wide buy- 


ing and was considered as highly 
successful by the trade. 

Stores in all sections of the coun- 
try reported to the guild an esti- 
mated sales gain of from 15 to 136 
per cent over sales in the same pe- 
riod of the previous year, as a re- 
sult of the “Silk Parade.” More 
than 5,000 retailers participated. 


Subscribes to Reuters 

Transradio Press Service, inde- 
pendent radio news organization, 
has acquired the foreign news serv- 
ice of Reuters, of Great Britain. The 
organization ceased to receive the 
foreign news service of the Havas 
Agency of France Jan. 12. 


This service includes: 


AMERICA’S BEST 
TEST CITY NOW OFFERS 
UNIQUE SERVICE 


CONCLUSIVE TEST ON ANY PRODUCT 
NOW AVAILABLE FOR AS LITTLE AS $1,000 


It is now possible to make a conclusive test on any product in America’s 
favorite test city for as little as $1,000. This unique service, arranged 
by the Hartford Times in cooperation with Lorraine Egan & Associates, 
merchandising organization, actually tells the manufacturer of a new 
product all he needs to know of its possibilities of success in advance 
of costly national expenditures. 


3. 


PRODUCT TEST FOR MARKET AC- 
CEPTANCE AND VOLUME APPEAL 


Samples of products are left by trained 
investigators with a good cross section of 
consumers. They are asked to test and try 
it. A follow-up call is made and all con- 
sumer reaction noted, on which a complete 
report is made to the manufacturer. 


COMPLETE DISTRIBUTION IN 
HARTFORD 


Without salesmen, jobbers or any other 

sales aids it is possible, by using this serv- 

ice, to get complete distribution in the 
roper type of outlets in the entire city of 
artford. 


ADVERTISING TEST 


60% of the $1,000 goes into advertising. 


space. Stock counts are furnished by lead- 
ing stores weekly before each advertisement 
runs. Counts are furnished after advertis- 
ing runs. You know exactly which appeal 
sells goods. All advertising, of course, 
placed through your own advertising 
agency. 


By use of this unique service it is obvious 
that a manufacturer of a new product can 
find out whether it is acceptable, whether 
changes can be made to advantage, or 
whether the product has no chance. We 
have a number of case records of changes 
made based on recommendations after the 
initial survey that upped sales and turned 
failures into successes. 


Likewise, it is possible to have a complete 
check of advertising appeals. This saves 
money and makes money for the advertiser 
when he begins to promote his product 
nationally. 


OLD PRODUCTS HELPED TOO 


This service is not confined to new pro- 
ducts. Many an old standby has been 
tested in this fashion, changes made in the 
product and advertising, and sales stim- 
ulated. Let us give you the facts and 
figures of these actual cases. 


* POSSIBLE ONLY IN HARTFORD x 


men know, is the nation’s choicest test market. 


Such a service is not offered in conjunction with any newspaper, as far as we know. The research 
is independently made—your guarantee of that is the modest fee you pay for it. 


And Hartford, as all advertisin 


15c a line. 


Established 1817 


NEW YORK 


cross section of the country—plus unusual buying power and complete coverage by one medium. 
For the Times goes into 90% of all Greater Hartford homes—60,000 copies daily—and the cost is only 


Write or wire for complete details. 


The Hartford Times. 


HARTFORD, CONN. 


A GANNETT NEWSPAPER 
Represented by J. P. McKINNEY & SON 


CHICAGO 


You get a good 


SAN FRANCISCO 


It pays to test it first... dn Martford— 
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Time-Saving Gas 
Station Opened 


New York, Jan. 17.—Colonial Bea- 
con Oil Company has just opened a 
new revolving service station here 
which is viewed as one of the first 
major developments in gasoline re- 
tailing methods in a decade or more. 

This unit and a few others to be 
opened shortly by this company and 
the Standard Oil Company of New 
Jersey in metropolitan sections will 
serve as test stations. 

The Esso Rotary Servicenter, as 
the station is called, puts the auto- 
mobile on a line for quick, general 
servicing. It consists of a large 
turntable which moves around an 
island of dispensing equipment. It 
is the first service station to be 
granted a patent. 


Handles 100 Cars an Hour 


Designed to afford the motorist 


the maximum of speed with a min- | 


imum of inconvenience, and to free 
him from having to back around and 
maneuver to pumps in a congested 
area, the Rotary Servicenter is 
geared to handle 100 cars an hour. 
For routine gas, oil, air and water 
service, but two minutes are re- 
quired, and three automobiles can be 


table. 

Controls from the island move cars 
to the various pumps and dispens- 
ing equipment. The first unit is a 
building of ultra-modern design, 41 
'by 75 feet. Raymond Loewy de. 
signed the facade. 
37 feet in diameter. 


National Allied Brings 
Out Tabloid, “New Fun” 


lished by National Allied Publica- 
tions, Inc., New York, appeared on 
newsstands for the first time last 
weekend. It is being distributed by 
the McCall Popular Science distribut- 
ing organization. 

Lloyd Jacquet, formerly of the staff 
of the Brooklyn Eagle, is editor of 
the new tabloid monthly. Sheldon 
H. Stark is cartoon editor, and Dick 
Loederer is art directcr. The adver- 
tising manager is H. D. Cushing. 


Rex May, formerly assistant circula- 
|tion manager of the New York Herald 
| Tribune, is in charge of distribution. 


_ Names Leon Livingston 

| The Pacific Mutual Life Insurance 
;Company has retained the Leon Liv- 
ingston Advertising Agency, San 
Francisco, to conduct a newspaper 
advertising campaign. The series is 
separate from the advertising being 
placed for the same firm by the 
|Mayers Company, Inc., Los Angeles. 


The turntable is 


New Fun, a juvenile magazine pub- | 


| 
accommodated at one time on each | FARM PAPER 


LINEAGE UP 
40% 1N1934 


‘Impressive Comeback is 
Staged During the Year 


Chicago, Jan. 17.—Rounding off the 
year with a lineage gain of about 
25.5 per cent in December, compared 
with the same month of 1933, the 
national and sectional farm papers 
measured by National Advertising 
Records staged a major comeback in 
1934, their excess in lineage that 
year over the lineage carried in 1933 
amounting to 40.3 per cent, ADVER- 
TISING AGE’S analysis shows. 

During 1934 57 farm papers meas- 
ured by National Advertising Records 
earried a total of 7,125,644 lines of 
advertising, exclusive of baby chicks, 
livestock and classified; during 1933 
these same 57 papers carried 5,080,- 
305 lines. This is a gain of 2,045,339 
lines, or approximately 40.3 per cent. 


During the month of December, 


UNUSUAL OPPORTUNITY 


Half Interest Available in a 
Nationally Known Agency 


No Cash Investment Necessary 


HE present controlling owner of a long established 
eastern advertising agency, with a splendid record of 
service on many nationally known accounts offers an 
unusual opportunity to some agency account executive 
or the advertising director of some manufacturing organization to 
acquire a half interest in the agency without the necessity of a cash 


investment. 


¥%& Because it is his plan to retire from agency work in 6 years, 1941, 
he is now looking for new blood to continue the business with his 
present associates who will, upon his retirement, acquire the other 


half interest. 


¥% A man with a record that will stand the closest scrutiny as to 
character and ability and who controls a limited number of accounts 
with an annual billing of at least $250,000.00 will be given generous 
compensation plus an arrangement for gradual acquisition over the 
next few years of 50 per cent of the capital stock of the agency. 
The other officers of the agency are fully aware of this plan and 
know of this advertisement. 


% Replies will be handled through our attorneys and will be 


treated in strict confidence. 


In replying please disclose your present 


business association, the accounts you control, and the actual annual 
appropriations of each. . . . Personal interviews will be arranged. 


“ATTORNEYS” BOX NO. 600 


330 WEST 42nd STREET, NEW 


% Advertising Age 


YORK 


'1934, 51 monthlies and bi-weeklies 
| measured by National Advertising 
Records carried 380,220 lines of ad- 
vertising, exclusive of baby chicks, 
livestock and classified, an increase 
of 77,328 lines over the 302,892 lines 
carried in December, 1933. This is 
a gain of about 25.5 per cent for the 
month, 

Detailed figures for individual pub- 
lications during 1934 and 1933 and 
during the month of December are 
presented in the following tabula- 
tions from National Advertising 
Records, neither of which take into 
account advertising of baby chicks, 
livestock or classified: 


YEAR 1934-1933 


1934 1933 
Monthlies 
Country Gentleman...290,377 208,507 
Capper’s Farmer...... 179,363 141,804 
Progressive Farmer 
and Southern Rural- 
ist 
Carolinas-Virginia 
CEN a's epee ee ee 176,359 101,108 
Georgia-Alabama 
re ere 166,459 92,422 


Kentucky-Tennessee 


rere 156,640 87,232 
Texas Edition...... 155,414 95,527 
Mississippi Valley 

PO tnivewenee 155,100 93,007 
All Editions........ 130,450 73,388 
Average 5 Editions.161,994 93,859 

Successful Farming..162,171 134,235 
California Citrograph.116,163 99,945 
Country Home........ 115,156 98,882 
Southern Agriculturist.113,298 71,853 
Southern Planter...... 77,995 42,504 
Western Farm Life... 71,863 46,856 
Varm Journal. ....eceoe 64,275 46,849 


Wyoming 


POPOL cccscceccecs 41,665 27,691 
Breeder's Gazette 27,076 27,070 
Bureau Farmer....... 13,665 22,937 

Semi-Monthlies 
Oklahoma Farmer- 

Stockman ......... 157,815 100,569 
Farm & Ranch....... 144,528 100,702 
Arizona Producer..... 115,822 64,322 
Montana Farmer...... 113,856 67,971 
Hoard’s Dairyman....108,797 75,834 
Utah Parmer.......0> 83,989 50,286 
Missouri Farmer...... 73,759 70,892 
Arkansas Farmer..... 51,804 51,918 

Bi-Weeklies 
Wallaces’ Farmer and 

Iowa Homestead....212,499 163,232 
California Cultivator..173,167 136,477 
Nebraska Farmer..... 168,542 123,000 

Zone Advertising.... 94,714 40,990 

Average 6 Editions.183,166  ...... 
American Agricultur- 

OE iccccceCaweresawe 168,241 106,303 

Local Zone Advertis- 

SE cv cteed ciwens 45,701 50,457 
Pennsylvania Farmer.159,312 109,422 
Farmer and Farm, 

Stock and Home 

Minnesota Edition..158,388 117,048 

Dakotas-Montana 

Sa ee rer eee 128,620 86,150 

Local Edition....... 62,798 23,862 
Rural New Yorker...152,076 111,715 
Prairie Farmer 

Illinois Edition..... 151,789 107,441 

Indiana Edition.....114,246 85,074 
Washington Farmer..147,583 100,075 

Zone Advertising... 3,094 ...... 
Wisconsin Agricultur- 

ist and Farmer..... 127,551 108,092 
Oregon Farmer....... 127,488 88,948 

Zone Advertising... Gee ixenécs 
Idaho Farmer.....«..; 127,366 81,720 

Zone Advertising... | re ae 
New England Home- 

DEGREE 6s cssvsvevnrs 119,463 100,370 
ee eee 118,104 78,008 
Michigan Farmer..... 111,035 61,759 
Dakota Farmer....... 108,699 79,385 
Indiana Farmer's 

CSOD. nec ddase cesses 106,760 57,794 
Missouri Ruralist..... 102,079 65,964 
Kansas Farmer (Mail 

oe eee 101,151 68,759 

Weeklies 
Pacific Rural Press...264,671 220,462 
Weekly Kansas City 

Star 

Missouri Edition...185,714 172,645 

Kansas Edition..... 183,544 167,434 

Arkansas-Oklahoma 

MTRIOEE 5 picesc0vse 180,436 158,943 
Capper’s Weekly 105,717 71,168 
Semi- Weekly Farm 

News 

Tuesday Edition.... 77,882 75,680 

Friday Edition..... 67,585 35,848 
Dairymen’s League 

MOE cvctsaseeseuss 40,314 25,156 

DECEMBER 1934-1933 

Monthlies 
Country Gentleman... 18,661 13,638 
Capper’s Farmer...... 12,490 8,909 
Progressive Farmer 

and Southern Rural- 

ist 

Kentucky-Tennessee 

Tr er ee 11,192 6,096 

Carolinas-Virginia 

pS eee 11,135 6,053 

Georgia-Alabama 

oo ase 11,100 6,604 

Texas Edition...... 10,131 6,419 

Mississippi Valley 

BPRFCLOR, kee cacuse 9,928 6,630 

All Editions......... 8,718 4,820 

Average 5 Editions. 10,697 6,360 
Successful Farming... 10,310 7,984 
Country Home........ 8,307 7,045 
Southern Agricultur- 

_ a ee ee 8,200 5,651 
California Citrograph. 8,159 8,739 
WELT. SOUPHAL « i.o.o.6.0005 4,754 3,640 
Western Farm Life... 4,435 3,280 
Southern Planter..... 4,268 3,144 
Breeder’s Gazette . 2,775 3,032 
Wyoming Stockman- 

ee ee 2,485 1,520 
Bureau Farmer....... 861 1,748 

Semi-Monthlies 
Missouri Farmer...... 9,822 9,900 
Arizona Producer..... 9,573 5,651 


>. 
1933 


1934 

Oklahoma Farmer- 

OTT TTT Te. 8,629 7,654 
Utah Farmer ......... 8,477 4,778 
Montana Farmer...... 6,230 5,536 
Farm & Ranch........ 5,797 5,079 
Hoard’s Dairyman..... 741 4,183 
Arkansas Farmer..... 4,384 3,699 


Bi-Weeklies 
Nebraska Farmer..... 13,344 7,292 

Zone Advertising ... 9,394 6,669 

Average 6 Editions. 14,910 ...... 
Wallaces’ Farmer and 

lowa Homestead.... 11,577 12,684 
American Agricultur- 

EAR ae 11,484 8,147 

Local Zone Advertis- 

ee (Wes walkin eo whe 3,192 2,700 
Pennsylvania Farmer. 8,807 8,363 
California Cultivator... 8,532 9,203 
Rural New-Yorker... 8,149 4,958 
Farmer and Farm 

Stock and Home 

Minnesota Edition... 8,085 7,228 

Dakotas-Montana 

eres 6,339 4,749 

Local Edition....... 5,003 4,772 
Oregon Farmer....... 6,849 5,269 

Zone Advertising ... ..... «sseecs 
Wisconsin Agricultur- 

ist and Farmer..... 6,506 7,858 
Washington Farmer.. 6,429 7,260 

Zone Advertising ... 2,226 ...... 
Idaho VParmer........ 6,256 5,075 

Zone Advertising ... . is 
New England Home- 

NE aa aehs wee ae 5,994 6,333 
Michigan Farmer ..... 5,428 3,813 
Prairie Farmer 

Illinois Edition..... 5,326 6,656 

Indiana Edition..... 3,856 3,825 
oe rrr 4,963 4,794 
Dakota Farmer....... 4,806 4,701 
Missouri Ruralist..... 4,749 4,630 
Indiana Farmer's 

ND Gk aie G eimiote beine 4,452 3,337 
Kansas Farmer (Mail 

oS, ee $3,441 4,784 

Weeklies 
*Pacific Rural Press... 15,819 18,637 
Weekly Kansas City 

Star 

*+Kansas Edition.... 8,300 9,808 

+Missouri Edition... 8,286 10,080 

+Arkansas-Oklahoma 

CO eae 8,272 8,576 
*Capper’s Weekly..... 6,861 6,552 
Semi- Weekly Farm 

News 

+Tuesday Edition... 4,627 4,791 

++Friday Edition.... 3,956 3,867 
+Dairymen’s League 

rT ee eee 2,406 1,819 

*Five issues in December of both 
years. 

+Four issues in December of both 
years, 

++Four issues in 1934, five in 1933. 


RAY SCHOOLS, Dept. Y 
116 S.MICH.AVE.,CHICAGO 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


JA N Ki Mail Advertising 


Service 


Booklet ** Brass Knuckles,’’ Free to Executives 
319 Fifth Ave., Pittsburgh, Pa. ATliantic 1290 


OUR CUSTOMERS 


STICK ... 
¢ PHOTOSTATS - 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York For All Branches 


Cleveland: Main 9335 


(State 6013-4 
)State 5980-1 


Chicago 
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CIGARETTE SALES 
SHOW INFLUENCE 
OF ADVERTISING 


Big Three in Close Race, 
Report Says 


New York, Jan. 16.—As advertis- 
ing pressure is applied, consumer 
preference shifts from one leading 
brand of cigarettes to another, is 
the conclusion reached by the 
Standard Statistics Company in an 
analysis of a new high total sales 
record of 125 billion units achieved 
in 1934. 

In the past year, Chesterfield, 
Camel and Lucky Strike enjoyed 
almost equal favor with the public, 
while in the previous five years, 
wide variations in comparative 
sales were found. Study of sales 
charts reveals the power of adver- 
tising, the company points out. 


Respond to Advertising 


With differences in quality among 
the three leading brands not clearly 
discernible to the layman, the statis- 
ticians assert consumer choice is 
based almost wholly on response to 
advertising appeals. 

For instance, Standard Statistics 
attributes the marked decline in 
Camel sales in 1932 to discontinu- 
ance of newspaper advertising, de- 
claring: “Renewal of large promo- 


tional expenditures in 1933 and 1934 
brought a sharp reversal in the 
trend of Camel demand.” 

In 1927 Lucky Strike began a new 


Ny wh s 
NEW "si ant 


CATALOGUE OF $10 
STOCK PICTURES 


Contains over 1000 subjects, cov- 
ered by model releases and avail- 
able at once. Send $5 for catalogue. 
We refund with first picture order. 
Catalogue also available on 10 
days’ approval. 


UNDERWOOD 
AND UNDERWOOD 


NEW YORK * CHICAGO * DETROIT 


NEW 


ATEASTAT 


ATLAS PHOTO COPY CO 


THREE LOCATIONS Sta. 4047 


“Pages” / 
that SELLe 


Four pages—one sheet 
of sturdy bond pape: 
—covering 11 major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional or national) —now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 
forms as ‘questionnaires.’ ¢ ¢ Send for samples today, 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 
$00 Sansome Street San Francisco 


4, On © 
PLOY) 
a 


“FOUR PAGES’ 


Reg. U. S. Pat. Off. 


hard-hitting type of newspaper ad- 
vertising, and in 1930 and 1931 was 
far ahead of Chesterfield and Camel. 
However, with a more conservative 
appeal, Chesterfield advertising la- 
ter attracted consumer favor and in 
1934 outdistanced its competitors by 
a slight margin. 


Law of Compensation 


“Apparently a certain rough law 
of compensation is at work in the 
cigarette trade,’ Standard Statistics 
comments. “Whenever a_ single 
brand advances far ahead of the 
others, it eventually becomes the 
victim of a competitor’s advertising 
attack. This happened to Camel in 
1929-31 and to Lucky Strike in 1933- 
34. Aside from this generalization, 
it is futile to forecast sales of lead- 


ing brands for any distance ahead. 
Particularly it is impossible to fore- 
see the response of the millions of 
cigarette consumers to whatever 
new advertising appeals may be de- 
vised. 

“The three leading brands in 
point of volume were ranked ahead 
about equally in 1934. Chesterfield 
and Camel currently have the ad- 
vantage of forward momentum, but 
not enough to carry them far be- 
yond Lucky Strike. That, presum- 
ably, will have to await some new 


Chesterfield (Liggett & Myers)....... 
Camel (Reynolds Tobacco)............ 
Lucky Strike (American Tobacco).... 
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development in their technique of 
sales persuasion.” 


Consumption Up 20 Per Cent 


Sales figures reveal that cigarette 
consumption jumped from 103,600,- 
000,000 units in 1932, the low con- 
sumption point in the last six years, 
to 125,000,000,000 units in 1934, for 
a gain of 20 per cent. 

Sales during 1934 and the five 
preceding years are estimated by 
the statistical organization as fol- 
lows: 

Cons) 


1934 1933 932 1931 1930 1929 
34.5 29.0 21.0 246 25.0 26.0 
33.8 26.55 246 33.0 38.0 40.0 
33.0 37.5 37.0 446 42.6 36.4 


5.5 5.5 5.7 7.6 8.0 8.0 
13.3 15.3 3.7 6.0 8.6 


111.8 103.6 


Leaves Kaufman Straus 


Jerome S. Weill, who has been en- 
gaged in advertising, publicity, and 
sales promotional work for the Kauf- 
man Straus Company, department 
store of Louisville, Ky., has resigned. 
Nelson Smith will handle the com- 
pany’s advertising, while J. J. Dow- 
dell, newly-appointed merchandise 
manager for the company, will be in 
charge of promotional work. 


Zoty Organizes Firm 

Edwin E. Zoty, who was in charge 
of promotion and newsstand sales for 
Macfadden Publications for 12 years, 
resigning a year ago, has formed the 
Zoty Publishing Corporation, with 
New York headquarters. Two 25- 
cent magazines designed primarily 
for newsstand distribution will be 
published. 


Of Special Interest to Publishers 
and Advertising Agencies 


in Canada. . 


National Advertising Records wishes to 
call special attention to the Canadian 
Division of the Records for 1935. Some 
important improvements have been made 
in the service, which will make it of in- 
creasing value to the Advertising pro- 
fession in Canada. 


A change in the form in which data on 


Canadian magazines is presented will 
show each month the complete advertis- 


ing schedule by months to date of issue 
for each advertiser in each publication. 
Monthly and accumulative dollar costs 
as well as linage will be shown. 


In the presentation of data on the 


Canadian farm papers we have changed 


the form to one which we believe is more 
readable and will facilitate the use of the 
service in the compilation of special re- 


ports or comparative data. 


An analysis page, by product classifi- 


cations, is added, giving a complete 


analysis of linage and dollars for the Ca- 


nadian magazines and linage for Cana- 


dian farm papers. 


This eliminates the 


necessity of looking for this comparative 


data at the end of each classification. 


We suggest that you write us for 


more complete information and prices. 


NATIONAL ADVERTISING RECORDS 
THE ADVERTISING RECORD CO., INC. 


330 W. 42nd St., New York 


43 E. Ohio St., Chicago 
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January 19, 1935 


Federal Drops WMCA 


Operation of WMCA, New York, by 
the Federal Broadcasting Corpora- 
tion, was discontinued by the cor- | 
poration Jan. 12, following its deci- | 
sion to terminate its contract with | 
the Knickerbocker Broadcasting Cor- | 
poration, station licensee. WMCA) 


has been the key station of the Amer- | 


ican Broadcasting System since Oc- 
tober, 1934. The system is now con- 
ducting negotiations with the Knick- 
erbocker Company with the view to 
continuing WMCA as its key outlet. 


Sun Anteaie Chad 
Elects New Officers 


I. L. Kaufman, advertising man- 
ager of the Household Furniture 
Company, was elected president of 
the San Antonio Advertising Club 
for 1935 last week. 

Thornton Hall, assistant to the 
president of the Express Publishing 
Company, was elected vice-president 
of the club, and Jane Worthington, 
advertising director of the San An- 
tonio Drug Company, was elected 
secretary. Wm. L. Hoefgen, publisher 
of the Weekly Dispatch, was re- 
elected treasurer. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 14 billion dol- 
lar baking industry, come to 

BAKERS’ HELPER, this in- 

dustry’s leader for almost a 

half century. 

Check the data you need below, tear out 
this advertisement, attach to your letter 
head and mail to us. 

0 “Baking Industry Facts and 
Figures,’ a market data 
folder 

O “Selling Leads,” 
week service 

(J Sample pages from the “Bak- 
ing Industry Blue Book” 

[] Copies of BAKERS’ HELP- 
ER, issued fortnightly 

() Audit Bureau of Circula- 
tions statement 

Send to 


RSHELPER 


% MAGAZINE BAKERY PRACTICE -y MANAGEMENT 


iy 


an every 


Almost a Half Century of 
Helpfulness 


330 S. Wells St., Chicago, Il. 


years of use. 


ENDORSEMENTS 
FEATURE NEW 
NORGE DRIVE 


Film, Stage Show Used to 
Educate Dealers 


(Picture on page 31) 

Milwaukee, Wis., Jan. 17.—Strik- 
ing evidence of market needs and 
of satisfaction with Norge products, 
gathered through 13 countrywide 
market surveys, makes up the back- 
bone of an enlarged merchandising 
and advertising campaign just in- 
augurated by the Norge Corporation. 

The 1935 Norge marketing pro- 
gram is founded upon “proof-sell- 
ing,” utilizing information revealed 
by surveys among 23,000 consumers, 
1,500 refrigerator dealers, 25,000 
Norge owners, 6,000 Norge dealers, 
8,000 Norge salesmen and 400 
Norge wholesale men. 

The “proof-selling’” principle is 
illustrated in the new line-up of 
Norge promotion material. Among 
the new “books of proof” are ‘“Mod- 
esty Forbids,” a brochure express- | 
ing testimony of satisfied Norge | 
owners, and “Record of Unusual 
Tests,” a booklet revealing many | 
instances in which Norge perform- 
ance won out under comparisons. | 

Another pamphlet, “As Thousands | 
Know,” reports experiences of thou- 
sands of Norge owners on benefits, 
savings, and service costs after 


Play, Film Make Sales 
Norge dealers are also being fur- 
nished an accumulative “Book of 
Proof,’ which reports the survey 
findings and combines reprints of 
all literature and sales methods 
within one binder, for reference use 

by dealer or salesman. 
The 1935 campaign has 
started with a showing in 57 cities 


been | 


Inc., was the highest paid 


represented an increase 
November, 1934. 


Dairymen’s League News. 


you can do a real job at small 


League Milk Price 
Climbs to New Peak 


The December base price for milk announced 
by the Dairymen’s League Cooperative Assn., 


in the month of December since 1930. 


Now Is The Time 
to Talk to Dairymen 


Tell them about your product in their own paper, the 
It reaches two out of every 
three producers of market milk in the New York Milk 
Shed. These progressive dairymen are interested in new 
machinery and new equipment. They are prodigious users 
of gasoline, oil, tires and other automotive supplies. 


Our Business Manager will be glad to show you how 


to our farmers for milk 
It also 
over the price paid in 


cost. Ask him. 


CHICAGO 
10 So. LaSalle St. 
J. A, Meyer 
FRAnklin 1429 


'scenario for 


KELLOGG CARRIES "STAGGERING" TO NEW LENGTH 


sAUTlan tate: 
rT 


will 


STEPPING STONES 
to SUNNY LIVING 


ACCEPTED 
FAVORED BY THE NATION 


distinguished orgenizetions are 
gremed only to wholesome prod 
wets of Me highest mer. 
Millions of Amercans have diacovered 
that thes deleous cereal corrects consip@ 
ton due to insuthewent “bulk” in meals. Un 
lew checked his ailment may couse head: 
aches. loss of appetite and energy. You tee! 


Do you serve the 
MINUS MEAL? 


rr 
ee 


by Science 


entice, natural food inetend of 
weekening your system with 
patent medicines? Two table- 
spoontule deily are eeuelly 
wulicient. Chronie cases, with each meal. 
1 not relieved this way, sme your docer, 

Serve ass cereal or use in cooking. 
Appetieing recipes om the red-end-grece 
package Remember, Keliogg’s ALt-Baan is 


climmmanon. Help your family to maintein 
i" Serve deocrous cereal 


Kelloggs (i Baas cupphes « generous 
quantity of auld “bulk” to and regular hebsts. 


much more eflectve than partores prod 
ucts Sold by all growers, Mode by Kellagg 
to Battle Creek, 


Keep on the Sunny Side of Life 


Seven-column newspaper advertisement for Kellogg's All-Bran which 
appeared this week, and is believed to set a new “high mark’ for 
staggered make-up. The advertisement consists essentially of two 
parts, the three large staggered pieces constituting a unit which is 
fortified by the four package illustrations. Notice also the Stepping 


stones to sunny living" head, which ties up 


with the physical appear- 


ance of the advertisement. The first column is 28 lines deep, and 


each succeeding column runs up an additional 28 lines. 


of the comedy, “The Freedom of the 
Shes,” written by James A. Sterling, 
Norge advertising and merchandis- 
ing manager, who also prepared the 
“Norgeing Ahead To- 
gether,” a sound film. 

The sound film will be the key 
attraction in an enlarged supplemen- 
tary mass selling program to be con- 
ducted by an augmented Norge 
Home Service staff during the year. 
Beverly Bayne and Jack Martin, of 
stage and screen, are starred in the 


production. 
In its initial 57-city showing, ‘‘The 
Freedom of the Shes” is being 


played by two casts from Broadway. 
It is in five acts, and is regarded as 
a new method of painless selling. 

The underlying theme of the play 
is the new revolution in home life 
brought about by the convenience, 
economy and leisure afforded by 
such appliances as electric refrigera- 
tion, washers, oil burners and kit- 
chen ranges. 

Behind the showing is the desire 
to present to Norge dealers the pub- 
lic reaction to the right sort of ad- 
vertising and presentation argu- 
ments for Norge products. 

Distributors are responsible for 
delivering the audience in each city 
while Norge stands the costs of pre- 
senting the show. In both Milwau- 
kee and Indianapolis crowds are 
said to have been turned away at 
the showings because of packed 
houses. 

One troupe touring the South and 
East is directed by John H. Knapp, 
vice-president in charge of sales, 
while the other troupe, traveling 
South and to the West coast, is un- 
der direction of Mr. Sterling. 

Both troupes conclude their series 
of dealer meetings late in February, 
whereupon Norge intends to get into 
retail sales activity weeks faster 
than in any preceding year. 


Expect Record Business 


The firm enjoyed the greatest 
business in its history in 1934, with 
shipments showing a gain of 76 per 
cent and orders increasing 92 per 
cent compared with 1933. Decem- 
ber business was six times that of 
December, 1933. 

Norge is introducing a new line 
of kitchen ranges, both gas and 
electric, with a new type of burner. 
In addition, there is a new adapta- 
tion of the Norge Broilator principle 
to domestic gas cookery which 
heretofore has been available only 
in commercial cooking models. 

Norge will quota all other prod- 
ucts in 1935 in addition to Rollator 
refrigeration, oil burners, washers 
and the new kitchen range line. The 
company plans to place heavy ad- 


vertising and promotional appropria- 
tions behind each product. Norge 
advertising is being handled by the 
Cramer-Krasselt Company, Milwau- 
kee. 

On the basis of Norge’s surveys, 
which showed that 
wished to buy a new washer in 
1935, 15 per cent a new oil burner 
and 27.4 per cent a new kitchen 
range, Howard E. Blood, president 
of the company, predicts that the 
country stands on the threshold of 
a new prosperity. 

This prosperity, Mr. Blood be- 
lieves, will be featured by owner- 
ship of home conveniences rather 
than being founded upon specula- 
tive ventures such as characterized 
the last prosperous period. 


Hugh McNaughton has joined the 
staff of the Russell C. Stevens Adver- 
tising Agency, Indianapolis, Ind. Mr. 
McNaughton has been engaged in 
general:and retail merchandising for 
ten years. For six years he was in 
the general sales department of 
Marshall Field & Co., Chicago. 


Gardner Elects Two 


W. E. LaDriere and J. F. Kircher 
of the St. Louis office of the Gard- 
ner Advertising Company, have been 
elected vice-presidents of the adver- 
tising agency. 


21 per cent) 


Bar Laymen’s 
Testimonials, 


A.M.A. Pleads 


Chicago, Jan. 16.—Ban of testi- 
monials of a health, medicinal or 
therapeutic character in food adver- 
tising by persons unqualified to ex- 
press an_ authoritative scientific 
opinion has been recommended by 
the Committee on Foods, American 
Medical Association, for inclusion in 
any revision of the federal food and 
drugs act. Twenty points are cov- 
ered by the suggestions of the Com- 
mittee on Foods, while the Council 
on Pharmacy and Chemistry has 
offered 16 paragraphs for inclusion 
in a revised act. 

The Council’s platform relates 
only to the advertising of drugs. Its 
view of testimonials is covered by 
Paragraph 11, reading: 

“To require that testimonials and 
opinions used in advertising of 
drugs and drug preparations be ac- 
companied by the name and address 
of the writers thereof, and to con- 
sider such testimonials and opinions 
as advertising claims of the adver- 
tiser.”’ 

The most drastic provision of the 
code proposed by the Committee on 
Foods is Paragraph 19, which reads: 

“To authorize certain officials to 
effect seizure of food before the fil- 
ing of a libel in court, and to hold 
same pending court action where 
the evidence before the _ enforce- 
ment officials is such as to indicate 
that the food is imminently danger- 
ous to health.” 

While the committee would bar 
use of names of diseases on food 
labels, and in lay advertising, it 
would permit use of names of nu- 
tritional disorders arising from in- 
adequacy of the diet in nutritional 
essentials. 


Crough to Portland 


T. K. Crough of the San Francisco 
office of Lord & Thomas has been 
transferred to Portland, Ore., as an 
account executive handling advertis- 
ing for the northern division of the 
Southern Pacific Railroad Company, 
with headquarters in the railroad 
company’s Portland office. The trans- 
fer does not involve expansion on the 


part of the agency. 


Outdoor Firm Appoints 


G. E. Hollingsworth has been ap- 
pointed Chicago representative for 
the Packer Corporations and Central 
Outdoor Advertising Company, Inc. 
He had been manager of the Jackson 
and Ann Arbor, Mich., plant for the 
past five years. The new Chicago 
office of the outdoor chain is in the 
Wrigley Bldg. 


Sets Up Own Agency 


Marvin C. Lindemann, formerly 
advertising manager of Charles 
Karr Company, Holland, Mich., has 
established his own agency in De- 


} troit. 


PHOTOPLAY 


HAS CONSISTENTLY 


CARRIED MORE 
EXCLUSIVE ADVERTISING 
THAN ANY OTHER 
FILM 
MAGAZINE 


sees 


BUT 
WAIT 
== UNTIL YOU SEE 
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FOOD INDUSTRY 
UNIT AGAINST 
ABC LABELING 


NRA Industrial Advisory 
Board Joins Battle 


Chicago, Jan. 17.—The entire in- 
dependent grocery trade lined up in 
opposition to the A, B, C labeling 
plan proposed by the government as 
the 28th annual convention of the 
National Canners Association was 
held here this week. With whole- 
salers, brokers and retailers pledg- 
ing their aid in defeating the pro- 
posal, the supreme denunciation 
was uttered by Howard A. Orr, in- 
coming president of the N. C. A.,, 
who charged symbolic labeling would 
help to “legalize chicanery.” 

Several speakers quoted the start- 
ling Jan. 10 release of the National 
Recovery Administration in which 
its Industrial Advisory Board not 
only recommended adoption of the 
descriptive labeling favored by the 
canners, but added: 

“As a general principle the Board 
strongly disapproves of the imposi- 
tion on industry under the National 
Recovery Act of fair trade practices 
to which a majority of an industry 
are opposed.” 

The statement continued: 

“While the present proposals of 
the canners may not meet all re- 
quirements, they are a great step 
forward and are subject to such 
modification of wording or of the 
factors involved as may be desirable 
in the interest of the consumer. 
Already canners are buying labels 
for the 1935 pack and the delay 
which has been occasioned in the 
adoption of any improved labeling 
method may easily mean that im- 


portant progress has been lost for 
the coming year.” 


Cans Show Contrast 


The statement was signed by Wal- 
ter White, as executive secretary of 
the Industrial Advisory Board, of 
which R. Douglas Stuart, Quaker 
Oats Company, Chicago, is chair- 
man. Prominent industrialists from 
many fields are included in its mem- 
bership. 

Sentiment of the National Can- 
ners Association was to be crystal- 
lized Friday morning in adoption of 
formal resolutions. In the mean- 
time, all concerned went on record 
as favoring descriptive labeling, as- 
serted to meet requirements of the 
consumer as well as of the industry. 

The contrast between the two 
proposed methods was emphasized 
at the first general session of the 
convention Monday afternoon, when 
banners were hung on the walls to 
illustrate the opposing plans. One 
showed a large can _ containing 
“Sellers Brand” of canned peas, 
bearing the symbol, “Grade A.” 

Three other cans were shown of 
the same brand of peas, with these 
varying descriptions: 

“Very tender tiny early peas— 
workmanship excellent—seasoned.” 

“Tender large sweet peas—work- 
manship good—seasoned.” 

“Small firm early peas—workman- 
ship fair—unseasoned.” 

Frank Gerber, of Gerber Brothers, 
Fremont, Mich., explained the work 
of the N.C.A. labeling committee, of 
which he is chairman. He recom- 
mended that a committee be ap- 
pointed to work on definitions, so 
that the industry would utilize a 
standard vocabulary, each word on 
a label meaning the same thing to 
all concerned. 


Is Self-Explanatory 


Mr. Gerber asserted that the sym- 
bolic labels recommended by _ the 
government are not informative un- 
less the consumer knows the for- 
mula employed in reaching the sym- 
bol, A, B, or C. The descriptive sys- 
tem, on the other hand, is self-ex- 


STEEL CORPORATION EXPLAINS CONSOLIDATION 


1 HAVE been asked to express, and our stockholders, em 


tunities that are presenting themectyes today aad at the seme 
time will result in an improved capital structure and pro- 
vide ample additional »orking capital. 

‘The time is ripe to begsn « vigorous move forward. The 


improvement in financial markets ie dhe apparent. 

But there is a deeper significance in our purpose. 

It be dificult to recogeize the birth of a new period. even 
though we stand ia its preseuce. The rrasom is the human 
tendency to resist change. New ideas and ‘ne~ products are 
ander suspicion until suddenly it becomes apparent that 
these sew things are supplanting the old. When this is 
recognized, there follows « sharp. sidespread awakening 
of imterest, and « geacrel mover forward to participate im it. 

Sech « change ie mow occurring. An impuler has already 
started that is bound to be recognized soon as amuther meant 
moye forward. 

You may recall how automobiles were ridiculed antl 
the public could no longer withrtand the pressure of thie 
ew ides. Suddenly, all rusbed te adopt it. And our great 
est modern indusiry was born. 

The public regatded «ith great shepticiom the cartier 


Republic Steel 


* 


looks forward 


Ae the beading manufactarers in America of the new high 
tense steels aad metale made vf alleys to russ demande of 
industry thet were incredible fifteen years ago, +e know 
there is at hand « deep stirring presaging another great 


only 0 few years beck. Yet Republic pioneered im thew pro- 


1 cammot put amy limit on the demand for new metals 
‘We know thet vest replacement of old-fashioned avetals and 
materials must soon be made. We know thet the arw inven 
toms ere cresting © demand for ne~ metals that ought 10 


today to greatly benefit by this reing demand 
Republic Steel Corporation bas been built in the twentieth 


wort profitably the new demands upon the ster! industry. 

1 em convinced by every evidence that America is again 
moving forward into 2 new cycle of greater ichievement, 
areater production. and that the proposed merger equips 
Republic to play « highly important part in this new era. 


Tt Gite, 


Large-size advertisement which appeared on the financial 


ages of 


metropolitan dailies this week, detailing the reasoning behind the 
pending consolidation of Republic Steel Corporation and Corrigan- 
McKinney, and Truscon Steel Companies. 


planatory, he said. One of these 
plans is certain to be adopted, he 
warned his audience. 

Victor H. Hanf, of the National- 
American Wholesale Grocers’ Asso- 
ciation, New York, suggested test- 
ing the A, B, C plan on a few prod- 
ucts to demonstrate its success or 
futility. 

R. H. Rowe, United States Whole- 
sale Grocers’ Association, said a poll 
is being conducted among its mem- 
bers. While it is not yet complete, 
early returns indicate a large ma- 


jority tavors descriptive labeling. 

H. J. Carr, president of the Can- 
ning Machinery and Supplies Asso- 
ciation, said that descriptive label- 
ing would promote consumption of 
canned goods, while the symbolic 
system might have an adverse ef- 
fect. 

Paul Willis, president, Associated 
Grocery Manufacturers of America, 
New York, suggested that if the ad- 
ministration insists upon symbolic 
labeling, it should be effected by 
inclusion in the federal food and 


drugs act. He took the attitude that 
the A, B, C plan would lend itself 
to unfair competition. 


Would Solve Difficult Problem 


Mr. Orr said that descriptive la- 
beling will fill the requirements of 
consumers so faithfully that the job 
will not have to be done over at 
some future time. As to the A, B, C 
system, he asserted that the can 
bearing the symbol B on Main Street 
“would not be even a distant rela- 
tion of the can bearing the same 
symbol on High Street in the same 
town.” 

He laid down the principle that 
“products similarly described must 
bear the same degree of similarity 
when taken out of the can.” The 
proposed symbolic system, based on 
a summation of factors, would fail 
to produce this result, he asserted. 
Finally, he argued, the A, B, C plan 
would bring pressure on all canners 
to lower quality. Descriptive label- 
ing, he concluded, “is a happy so- 
lution to an intricate problem.” 

Judge J. Harry Covington, coun- 
sel for the canners’ association, pro- 
vided an interesting side light when 
he asserted that the recent oil de- 
cision of the United States Supreme 
Court, far from checking NRA ac- 
tivities, told how they could be le- 
galized. As a result, he predicted an 
increasing amount of government. 
regulation of business. 


Asks Wisconsin Farmers 


for Cheese Drive Funds 


Voluntary payment of one per cent 
of monthly milk checks, to help 
finance a paid advertising program 
for Wisconsin natural cheese, was 
asked of the 60,000 dairy farmers 
of that state by H. P. Mulloy, presi- 
dent of the Wisconsin Cheese Pub- 
licity Association in a broadcast Jan. 
15 over station WTMJ, Milwaukee. 

Other speakers included F. B. 
Swingle, editor of the Wisconsin Ag- 
riculturist & Farmer, Racine, which 
sponsored the broadcast; and E. K. 
Slater, editor of the National Butter 
¢& Cheese Journal, Milwaukee. Mr. 
Mulloy stated the association is ready 
with a complete advertising program. 


Smocth dai 


Ever see a plane bucking head winds? You can’t 


guess its course. Up and down circulation figures, 
too, make it difficult to estimate reader-interest. 
Not so with the magazine ARCHITECTURE. 
Its unequaled circulation stability means.... 


@ straight intothe minds.... 


WG . ... for Advertisers 


@ and then into the specifications.... 


@ of 4777 interested architect-subscribers. 
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Life Insurance 
Week Scheduled 
for May 13-18 


Philadelphia, Pa., Jan. 17—In a 
new national drive to “sell” the pub- 
lic on the benefits of life insurance, 
Life Insurance Week will be held 
from May 13-18, according to M. A. 
Linton, president of the Provident 
Mutual Life Insurance Company. 

The special week was known last 
year as Financial Independence 
Week. Sponsored cooperatively by 
large life insurance companies, the 
1934 campaign enjoyed a great suc- 
cess. Many advertising mediums 
were used in the educational effort. 

Mr. Linton, as chairman of the 
Life Insurance Week committee ap- 
pointed by the Life Agency Officers 
Association, is directing the 1935 
campaign. 

Members of the executive commit- 
tee for the week are: H. H. Arm- 
strong, Travelers; H. J. Cummings, 
Minnesota Mutual; A. L. Dern, Lin- 
coln National; F. L. Jones, Equi- 
table; L. S. Lindsay, New York Life; 
H. E. North, Metropolitan; H. B. 
Sutphen, Prudential; S. T. Whatley, 
Aetna, and J. M. Holcombe, Jr., Life 
Agency Officers Association, secre- 
tary. 

A sub-committee has also been ap- 
pointed to work with the executive 
committee in the fermation and 
execution of advertising and pub- 
licity plans. The committee in- 
cludes:: Earl Trangmar, Metropoli- 
tan; Arthur H. Reddall, Equitable; 
C. V. Pickering, Aetna; Cy T. Stev- 
en, Phoenix Mutual; Ken H. Mathus, 
Connecticut Mutual; Nelson A. 
White, Provident Mutual, chairman. 


Printers to Celebrate 


To commemorate the 229th anni- 
versary of Benjamin Franklin’s birth, 
the Old Time Printers’ Association 
of Chicago will hold its golden jubilee 
reunion and dinner dance Jan. 19 at 
the Palmer House, Chicago. Col. 
R. R. McCormick, publisher of the 
Someone Tribune, will deliver an ad- 

ress. 


MAKERS OF COLD 
REMEDIES POINT 
TO FLU PERILS 


Special Newspaper Copy Run 
in Afflicted Areas 


New York, Jan. 17.—With a back- 
ground of magazine copy, makers of 
cold prevention products and rem- 
edies are in some instances taking 
advantage of the flexibility of news- 
paper facilities to get their messages 
across at the proper time and in the 
proper places. 

Special copy is being used in the 
fight on colds and the volume is esti- 
mated well above that of the past 
few years. For the greater part, it 
is not of the scare type, but is de- 
veloped from the standpoint of pre- 
vention of colds. In some of the re- 
cent issues of New York newspapers, 
cold remedies and plans for avoiding 
the common and costly complaint 
dominated all the nationa: advertis- 
ing carried. 

While in some sections the spread 
of colds has been marked, there is 
said to be no real epidemic, and the 
extra efforts to advertise against this 
type of sickness have been confined 
to certain centers where it is most 
prevalent. New York, Cleveland and 
Chicago are three of these centers, 
according to current health figures. 
Other afflicted areas are New Jersey 
and South Carolina. Chicago, for 
example, had three times the re- 
ported number of influenza cases in 
December that it had in the corre- 
sponding month the preceding year. 


Use News Leads 


The Vick Chemical Company, 
which at the opening of the season 
fattened its general appropriation 
for cold prevention advertising, is 
now asking in copy that readers 


A PACKAGE 


CHANGE is . 


AN ADVERTISING OPPORTUNITY 


It’s more than that—it’s 


a 


stimulus for a sales organiza- 


tion; it’s an antidote for dealer 
apathy; it’s a bait wherewith 


to catch new consumers. 


How to modernize a pack- 
age, yet retain familiar identi- 
fication marks—whether to be 
radical or moderate—how to 
reap full benefit from the step 
—these are points on which we 
help “US” customers every 


day. We can help you, too. 


The art of package design, 
the technique of colorcraft, the 
science of merchandising—all 
these are at your service when 
you deal with the “U S” teamed 


organization. 


PRINTING 


“Long vears of experience 
with *U S’ as a source of 
supply prompled us to 
put this redesigning job 
into their hands, and we 
are well pleased with the 
results.” 


~ AuGcust E. Drucker Co. 
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They abe for 
VITAMIN 
CONCENTRATE TABLETS 


One of the McKesson & Robbins 
advertisements for vitamin con- 
centrate tablets. 


“take extra precautions against 
those miserable ‘grippy’ colds so 
prevalent in this section.” 

This advertising employs a news 
lead which refers to the health situ- 
ation. Vicks copy shows restraint in 
respect to allowing readers to get 
the impression that there is an 
epidemic. 

“While there is no immediate 
cause for alarm over reports of flu, 
health authorities urge everyone to 
take special precautions against the 
spread of colds just now,” some of 
its newspaper advertising comments. 
“Colds pull down body resistance and 
often pave the way for flu and other 
serious ills such as bronchitis and 
pneumonia. Don’t take chances. Avoid 
all colds possible.” 

It then tells how to prevent colds 
and how to end colds sooner by fol- 
lowing the nationally advertised 
Vicks plan for control of colds. For 
added protection while flu is in the 
air, Vick urges gargles with Vora- 
tone antiseptic. 

McKesson & Robbins this week re- 
leased probably the most dramatic 


TO THE PUBLIC 


AN AUTHORITY 
DISCUSSES THE PROBLEM OF 


FLU 
AND GRIPPE 


A normal healthy person as a rule need = passages and relieves irritation and con- 


as clockwork by using Nujol. It is « 

> odorless, tasteless liquid which 
body will throw off most infections. acts as an aid to Nature by lubricating 
During epidemic periods when you feel the intestines. Containing no drugs, it 
‘2 cold coming on, the smart thing to never gripes nor creates violent or ex- 


sleep. simple 
A few simple precautions are sug- relieve your cold and help to conserve 


Stanco, Inc., attacked the prob- 
lem, on behalf of Nujol and Mistol, 
in this fashion. 


piece of cold copy of the season. This 
advertiser, too, employed a news- 
type treatment, headline declaring 
that “today a deadly enemy will raid 
New York.” The illustration showed 
men and women rushing before 
clouds rolling down a city street. 
Each wore a gas mask. This copy, 
on cod liver oil concentrate tablets, 
dealt more directly with the possi- 
bility of epidemics. 


Maintain Close Control 


“You meet this invisible enemy in 
the subway, on the streets, wher- 
ever people congregate,” it said. 
“If the authorities were to warn all 
citizens to wear germ-proof masks, 
you would realize just how danger- 
ous an epidemic of ‘colds’ can be.” 

A close contact with newspapers 
and weather offices is maintained 
by the agency, N. W. Ayer & Son, 
Inc. This advertisement was one of 
a special series placed on file with 
a number of newspapers in New 
York and Chicago. The last thing 
before going to press, the newspa- 
pers call executives of the agency 
at their homes, and learn whether, 


in bad weather, the copy is to be 
released. 

Another striking advertisement in 
the special series appeared in the 
fall, when it tied up with football, 
predicting that a certain number of 
persons would suffer from colds fol- 
lowing exposure at the various 
games. Another announced that 11,- 
017 persons would catch cold “to- 
morrow,” this being a daily aver- 
age based on the government 
monthly figures. The damp, foggy 


COLDS 


doubly dangerous 


NOW! 


Take Extra Precautions Against those Miserable “Grippy” 
Colds So Prevalent in this Section 


‘e-tro-nol— just b few drops up each 
Ve-tro-nol is especially de 


Follow Vicks Plan for better CONTROL of Colds 
(Full Details te cach Vicks Peckage) 
mere nee 


A typical piece of copy in the 
Vicks newspaper series. 


weather caused the recent release 
of the copy on germ masks. Since 
they are dependent upon adverse 
weather, these insertions are much 
larger than those ordinarily run. 

Stanco has been running rather 
large copy on the problem of flu 
and grippe, enlarged for the epi- 
demic period and devoted to advice 
on how to avoid and relieve colds. 
Cough Savers, Grove’s Bromo Qui- 
nine and Pape’s Cold Compound had 
sizable advertisements on the same 
subject in New York newspapers 
during the last two weeks. 


Asks for Larger Fund 


In his inaugural address to the 
Vermont legislature, Gov. Charles M. 
Smith called for a doubled appropria- 
tion of $50,000 for state publicity. 


Co-op Efforts 


Gain Favor in 
Great Britain 


London, Jan. 11.—With plans com- 
pleted for a joint advertising cam- 
paign stressing lower fares and im- 
proved facilities, the four British 
railway companies are leading the 
1935 parade of industries announc- 
ing cooperative advertising efforts. 

The hat trade is also considering 
a cooperative drive to fight the hat- 
less fad and is now engaged in ar- 
gument as to the best way of rais- 
ing the funds needed. A proposition 
that one penny per hat sold should 
be contributed has not met with 
favor. 

More probably, interested hat 
firms will be asked to contribute to 
the fund on the basis of so much 
per employe. 

English hairdressers, as a class 
somewhat backward in advertising, 
are being urged to undertake a 
cooperative advertising campaign. 
Their trade organization, the Guild, 
has been asked by its Manchester 
branch to sponsor such an effort. 
Several attempts in the past to get 
a campaign of the kind under way 
for the hairdressing trade have 
proved abortive. 


Kellogg Preseute Ruth 
Etting in Radio Series 


Ruth Etting will star in the new | 
Kellogg College Prom program which 
starts Jan. 24 under sponsorship of 
the Kellogg Company, over an NBC- 
WJZ network. The series will be 
heard each Thursday from 7:45 to 
8:15 p. m., EST. 

Each week a college coach or ath- 
lete will be a guest speaker on the 
program. Also on the program afe 
Red Nichols and his College Prom 
orchestra, and the Red Nichols Song- 
copators, male singing trio. 


Names Free & Sleininger 


Free & Sleininger, Inc., has been 
appointed national representative of 
station KTUL, Tulsa, Okla., outlet 
of the Columbia Broadcasting Sys- 
tem. 
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Married to a 
Child Mind 


Marriage is ideal for some. 
For others, it is a veritable 
hell on earth. Take the suc- 
cessful business man who, 
anonymously, states his 
pathetic problem in a frank 
article entitled “Married to 
a Child Mind” in the Febru- 
ary issue of Physical Cul- 
ture, the Personal Problem 
Magazine. 


Without mincing words, 
he tells exactly the daily or- 
deal which he experiences 
in living with a wife who 
has never gotten over her 
honeymoon and who still 
expects to be pampered and 
petted like a flapper. This 
is not an unusual marital 
situation. Thousands and 
thousands of other men are 
daily discovering that they 
are “married to a_ child 
mind.” 


Because this is a_perti- 
nent personal problem of 
many, the editors of Phys- 
ical Culture publish this 
very human article by a suc- 
cessful business man. It is 
packed with authoritative 
information and advice— 
exactly the case material 
that will help others in sim- 
ilar domestic plights. It is 
the kind of worthwhile edi- 
torial advice upon personal 
and family relationship 
which has won for Physical 
Culture its nationwide repu- 
tation as the authoritative 
Personal Problem Maga- 
zine. 


It’s why, too, that Phys- 
ical Culture today can 
boast of a loyal and respons- 
ive audience second to none 
in the national magazine 
field. In fact, recent sur- 
veys conducted by impartial 
organizations show Phys- 
ical Culture readers, as far 
as the advertising of certain 
food products is concerned, 
several times more respons- 
ive than some of the leading 
women’s magazines. 


* 


DRY GOODS MEN 
GET STUDY DATA 
ON APPLIANCES 


New York, Jan. 17.—Results of a 
questionnaire recently sent to stores 
operating electrical appliance de- 
partments showed that all establish- 
ments replying handle national 
brands and only 14 per cent sell 
private brands in addition, Herschel 
Lutes, The J. L. Hudson Company, 
Detroit, reported at the 24th annual 
convention of the National Retail 
Dry Goods Association this week. 

An improvement in mark-up prom- 
ises a greater sale of electrical ap- 
pliances through the department 
store field, he stated. Ninety-eight 
per cent of the reporting stores use 
newspapers to advertise this mer- 
chandise; 95 per cent, window dis- 
plays; 50 per cent, direct mail; 36 
per cent, store posters; 32 per cent, 
radio; 20 per cent, outdoor advcr- 
tising and 10 per cent, store maga- 
zines. The average of sales for pub- 
licity expense was 4.49 per cent. 

Floor traffic was reported as fur- 
nishing most of the leads for sales- 
men. Only one-fifth of the report- 
ing stores obtained less than half 
their leads thus. 

Eighty per cent of the large de- 
partment stores, said Wright Grif- 
fin, Rex Cole, Inc., New York, have 
added new departments since 1929 
to get additional business and 55 
per cent of these have been elec- 
trical appliance departments. 


An Important Factor 


“The growth in importance of de- 
partment stores in the electric ap- 
pliance field is indicated by the fact 
that in 1931 they were responsible 
for less than 12 per cent of the total 
manufacturers’ sales of refrigerators 
to all retail outlets, and in 1934, they 
were responsible for 22 per cent of 
this business,’ Mr. Griffin stated. 

Stores either operate their own 
electrical appliance departments, 
training specialty sales men and 
building their own organizations and 
methods or they allow the manu- 
facturer, represented by a local dis- 
tributor, to conduct them under a 
“resale” arrangement. 

“To the average customer,” Mr. 
Griffin said in outlining some of the 
peculiarities of appliance selling as 
contrasted with other department 
store lines, “the purchase of a major 
electric appliance is usually con- 
sidered as an investment in a per- 
manent piece of home equipment, 
and he expects it to render satisfac- 
tory service for many years. 

“Thus to safeguard their principal 
asset—customer good _ will—stores 
successfully operating major appli- 
ance departments have found their 
wise choice of nationally advertised 
brands adequate insurance for con- 
tinued customer satisfaction.” 


Roy Dorsey, Coca-Cola 
Advertising Head, Dies 

Roy Dorsey, 49, vice-president of 
the Coca-Cola Company, Atlanta, Ga., 
and director of the company’s adver- 
tising effort, died of a heart ailment 
Jan. 11 following a brief illness. 

Mr. Dorsey began his_ business 
career as an attorney in Atlanta, 
giving up his practice to enter the 
army during the war, emerging from 
the conflict, after active service in 
France, as a lieutenant-colonel. He 
was named solicitor-general of his 
native city after the armistice, and 
joined the Coca-Cola Company in 
1927 after serving two terms in this 
office. 

After serving as regional manager 
for the company in the Dallas, New 
Orleans and Chicago territories, Mr. 
Dorsey was sent to England in 1933, 
returning to Atlanta five months ago 
as vice-president in charge of adver- 
tising. 


Promote G. A. Phillips 


G. A. Phillips, assistant advertis- 
ing manager of Cluett, Peabody & 
Co., Inc., has been appointed adver- 
tising manager. A. O. Buckingham, 
advertising director, will head up 
the company’s new department of 
market research as director of ad- 
vertising and market research. 


W.W. Lewis Joins 
Campbell-Ewald 


Detroit, Mich., Jan. 17.—Henry T. 
Ewald, president of Campbell-Ewald 
Company, has announced the ap- 
pointment of W. W. Lewis, formerly 
director of the advertising section 
of General Motors, as vice-president 
and general manager of the agency. 

Mr. Lewis has been connected 
with General Motors and General 
Motors cars divisions for the past 
12 years. He joined Cadillac Motor 
Car Company as advertising man- 
ager and after holding this position 
for three years, was appointed as- 
sistant general sales manager and 
director of advertising. 

He left Cadillac to become assist- 
ant director of the advertising de- 
partment of General Motors, later 
becoming head of the department. 
He has already assumed his new 
position with Campbell-Ewald Com- 
pany. 

J. W. Dineen has been appointed 
to replace Mr. Lewis as director of 
the advertising section of General 
Motors, and will continue to super- 
vise the work of the sales and service 
section. 


NRA Sets Limit for 


Code Budget Comment 


Monday, Jan. 28, has been set by 
the NRA as the closing date for com- 
ments on the proposed $80,000 bud- 
get of code administration expenses 
for the daily newspaper business. 
Any suggestions must reach M. D. 
Walsh, assistant deputy administra- 
tor, 4064 Department of Commerce 
Bldg., Washington, before that timé. 
Since the code authority has suffi- 
cient funds as a surplus from the 
last budgetary period to meet the 
proposed budget, no assessments up- 
on publishers would be necessary. 


“Town Tidings” Appoints 
The Gray-Nogues Company, New 
York, has been appointed national 
advertising representative of Town 


Railroads Are 
Criticized for 
Promotion Cost 


Washington, D. C., Jan. 17.—The 
nation’s leading railroads are de- 
nounced in a report issued by the 
Interstate Commerce Commission 
for spending more than $84,000,000 
from 1930 to 1933 for advertising, 
outside accounting, and legal fees, 
and other “non-operating” items. 

Of 112 roads reporting “non-oper- 
ating” costs to the commission, 49 
railroads reported they had spent a 
total of $22,910,894 during the four 
depression years for advertising. 

“Some of the expenditures report- 
ed are so large as to present a 
serious question as to whether they 
meet the requirements of the law 
for efficient and economical man- 
agement,” the commission declares. 
“There is shown such wide variance 
between the amounts expended by 
different carriers for similar serv- 
ices as to suggest the propriety of 
a thoroughgoing investigation by 
the management of certain carriers 
to determine whether wasteful un- 
profitable expenditures are being 
made.” 


Scaife Succeeds 


To Daily’s Post 


Cleveland, O., Jan. 17.—A. L. 
Scaife, former manager of the re- 
tail division, has been named adver- 
tising and sales promotion manager 
of the specialty appliance sales de- 
partment of General Electric Com- 
pany, succeeding Walter J. Daily, 
who, as announced in the Jan. 12 
issue of ADVERTISING AGE, has re- 
signed to form his own agency. 

Other G-E personnel changes place 
W. D. Galpin, formerly with G-E at 


position, and Jean DeJean in charge 
of a new campaign division. 

Walter Daily, Inc., will be the 
name of Mr. Daily’s new agency, 
which will open offices on the 13th 
floor of the Keith Bldg. here next 
week. Mr. Daily will be president 
of the organization, with S. C. Pat- 
no, vice-president of the Roger Wil- 
liams Company as_ vice-president, 
and I. R. Cope, president and treas- 
urer of Cope, Inc., as treasurer. 

Mr. Daily joined the General Elec- 
tric Company eight years ago after 
four years with Federal Advertising 
Agency, New York, and three years 
with the agency of the late Thomas 
L. Logan. 


Named Manager of 
“Commercial Appeal” 


Capt. Enoch Brown, Jr., vice-presi- 
dent and advertising director of the 
Memphis Commercial Appeal, Inc., 
has been appointed general manager 
of the Commercial Appeal. 

Joining the Nashville Tennessean 
in 1919 as circulation manager, Capt. 
Brown was promoted to vice-presi- 
dent and advertising manager. In 
1927 he came to the Commercial Ap- 
peal, serving as vice-president and 
advertising director until 1931, when 
he became advertising director of the 
Atlanta Constitution. He returned to 
the Commercial Appeal in 1933 as 
advertising director, and when the | 
newspaper was purchased by Col. 
James Hammond, was made a vice- 
president. 


Agency Elects Brodie 


as Vice-President 


Edward E. Brodie, publisher of the 
Oregon City, Ore., Enterprise, and 
former United States diplomat, has 
been elected vice-president and direc- 
tor of Bowman, Deute, Cummings, 
Inc., San Francisco advertising agen- 
cy, in charge of all operations. 

Mr. Brodie retired recently as U. S. 
Minister to Finland after serving in 
that post from 1930 to 1933. From 
1921 to 1925 he was U. S. minister 
to Siam. He is a former president 
of the National Editorial Association 
and the Oregen State Editorial Asso- 
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National Advertising Records’ List of the 150 Leading National Magazine Advertisers for 
the Year 1934, With Their 1933 and 1932 Expenditures 


Rank 1934 
60 Affiliated Products, Inc..... $ 358,254 
Including— 
PE EO cs nkeeeew sc vee 120,313 
Philippe, Inc., Louis.... $9,142 
Hopper, Inc., Edna 
Se 107,317 
po errr res 23,566 
, BE cc cers oreses 17,916 
113 American Chicle Co. ....... 213,969 
127 American Safety RazorCorp. 187,745 
22 American Telephone & 
ees GO. oc ccccescce $20,693 
23 American Tobacco Co., The. 780,228 
141 Anheuser-Busch, Inc. ...... 171,375 
45 Armstrong Cork Co. ....... 466,880 
32 Axton-Fisher Tobacco Co.,. 
SS Reyer Terre 566,276 
146 Beech-Nut Packing Co...... 157,717 
64 Bigelow-Sanford Carpet 
Sy Sree 335,890 
> ee: SS. ” Ree 569,949 
69 Borden Sales Co., Inc., The.. 319,150 
a2 Bristol-Myers Co. .....06-- 1,390,898 
Including— 
Bristol-Myers Co. ...... 1,130,152 
Mum Mfg. Co., Inc..... 260,746 
50 Brown & Williamson Tobacco 
ee ee eee ee 442,339 
128 Burroughs Adding Machine 
AS A ee ere 186,290 
51 California Fruit Growers 
Pe 426,915 
67 California Packing Corp. 326,600 
121 California Walnut Growers 
EE Oceans uae 4b 66-00% 198,750 
9 Campbell Soup Co. ........ 1,929,433 
Including— 
Campbell's Soups & To- 
Se BEE seaseacasss 1,817,563 
Franco-American 
Ee ee eee 111,870 
76 Canada Dry Ginger Ale, Inc. 286,075 
83 Cannon Mills, Inc.......... 271,503 
109 Champion Spark Plug Co... 215,555 
149 Chesebrough Mfg. Co., 
RTS Fh 465 98 y s'8'0'3 05% 152,445 
7 Chrysler Motors Corp....... 2,195,404 
Including— 
Chrysler Sales Corp..... *374,789 
De Soto Motor Corp.... 145,910 
Dodge Brothers Corp... 710,935 
Plymouth Motor Corp.. 930,160 
Chrysler & De Soto Cars 14,510 
pS er 19,100 
86 Cluett, Peabody & Co., Inc.. 266,389 
ke eee 601,110 
21 Colgate-Palmolive-Peet Co.. 826,537 
54 Congoleum-Nairn, Ine. ..... 401,453 
73 Continental Can Co., Ine 298,405 
134 Continental Distilling Corp. 178,445 
ee eee ere 171,953 
Including— 
Auburn Automobile Co.. 146,833 
Duesenberg, Inc. ...... 22,290 
Stinson Aircraft Corp... 2,830 
115 Corning Glass Works....... 212,224 
125 Corn Products Refining Co.. 189,991 
TR ass 0 0b'¥8 060 cdc 8 209,595 
58 Cream of Wheat Corp., The. 379,235 
26 Cudahy Packing Co., The.. 718,719 
143 Cunard Steam Ship Co., Ltd. 165,435 
ee COR, BE Docc ccccccbes 197,291 
114 Drackett Chemical Co., The 213,025 
35 du Pont de Nemours & Co., 
es re ik hae y.4 beh oo 540,786 
Including— 
du Pont Cellophane Co., 
REE ee ere 221,400 
du Pont de Nemours & Co., 
NS etna a a pik ae 5+ 184,188 
du Pont Rayon Co. .... 115,425 
Remington Arms Co., 
Gk hd wae ress a ks 19,773 
20 Eastman Kodak Co. ........ 884,626 
130 Electrolux Refrigerator Sales, 
Re a Ea aie brace Scena 2% 182,920 
145 Elgin National Watch Co... 159,298 
84 Emerson Drug Co. ........ 271,100 
148 Equitable Life Assurance 
Society of the U. S....... 155,457 
Se ere ee 328,650 
MM? 25 5:8.0:5.0:5666 08 9.0% 288,360 
81 Firestone Tire & Rubber Co. 274,129 
Including— 
Firestone Footwear Co. 29,477 
Firestone Tire & Rubber 
ees ree 244,652 
eee eee 495,245 
Including— 
wore Moter Co. ........ 379,760 
Lincoln Motor Co. ...... 115,485 
111 Frankfort Distillers, Inc.... 214,830 
10 General Electric Co. ...... 1,628,630 
5 General Foods Corp........ $2,248,592 
Including— 
Baker’s Chocolate...... 162,050 
Baker’s Coconut ....... 97,254 
Calumet Baking Powder 301,074 
 peatetens ssa oes se 177,539 
General Foods Cook 
CD Sits sesthVese che” eve bes 
OS Pe err 835 
Grape-Nuts Flakes 17,100 
OS ER SRE See re 237,341 
La France Soap Flakes. 31,212 
Log Cabin Syrup....... 42,110 
Maxwell House Coffee... 171,019 
Minute Tapioca ........ 154,325 
-Post’s Bran Flakes..... 259,580 
Post Toasties Corn 
| ge eee 54,402 
Postum-Instant Postum. 75,275 
Sanka Coffee ....... 238,250 
Swans Down Cake Flour 229,226 


The material on this page is copyrighted and must not be reproduced in whole or in part 
without special permission of the publishers. 


The list given below is a record of the 150 leading national magazine advertisers for 1934 
and their corresponding totals are given for 1933 and 1932 for comparative purposes only. The 
1933 and 1932 figures do not represent the 150 leading advertisers for those years. 


140,407 


684,321 
738,653 
223,010 
135,705 


489,832 
42,606 


309,100 
548,006 
261,864 
1,280,575 


1,068,826 
211,749 


280,310 
30,315 


232,893 
539,318 


149,125 
1,578,630 


1,469,430 


109,200 
116,025 
227,150 
209,345 


262,777 
1,630,471 


263,730 
220,785 
484,301 
661,655 
269,650 
733,726 
1,757,014 
378,428 
48,771 
6,650 
52,100 


241,749 
372,389 
292,408 
352,193 
677,104 
109,674 
216,702 
196,425 


357,331 


200,700 


57,900 
61,050 


37,681 
521,354 


145,800 
326,378 
368,973 
331,383 


4,768 


326,615 
34,565 


904,276 
$3,137,216 


160,725 

95,499 
263,151 
236,153 


662 
289,025 
130,750 
342,913 

96,675 
83,214 
214,400 
150,050 
270,077 


7,750 
284,057 
254,215 
257,900 


$ 143,116 
147,520 


893,905 
1,521,092 
104,096 
6,975 


522,600 


364,100 
577,075 
543,051 
1,956,202 


1,715,855 
240,347 


280,373 


316,362 
593,760 


123,700 
1,816,475 


1,732,425 


84,050 
115,169 
233,900 
232,153 


155,813 
1,657,915 


403,620 
304,790 
344,310 
555,320 


222,360 
590,110 
1,930,803 
422,360 


267,999 
279,541 
290,693 
398,150 
140,550 

74,206 
366,578 
176,621 


375,285 


168,850 


112,153 
60,450 


32,982 
499,364 


139,612 
352,726 
448,440 
306,699 


11,469 
295,230 


1,644,720 
$2,775,417 


137,650 

66,490 
130,270 
212,160 


269,925 
41,300 
1,200 
313,598 
117,500 
359,934 


130,200 
213,980 
255,040 
265,575 


7 Rank 
14 General Mills, Inc.......... 
1 General Motors Corp....... 


Including— 
A C Spark Plug Co..... 
Buick Motor Company.. 
Cadillac Motor Car Co.. 
Chevrolet Motor Co.... 
Delco Appliance Co..... 
Deleo Products Corp.... 
Ethyl Gasoline Corp.... 
Fisher Body Corporation 
Frigidaire Corporation. . 
Gen, Motors Truck Co.. 
pt ee 
Institutional Copy 
New Departure Mfg. Co. 
Olds Motor Works...... 
Pontiac Motor Company 
Sunlight Electrical Co.. 
Winton Engine Corp.... 


100 General Tire & Rubber Com- 
ee. ccevenreces 
70 Gillette Safety Razor Co., 

SR eee 

44 Goodrich Co., The B, F..... 

Including— 

Goodrich Co., The B. F. 
Goodrich Footwear Corp., 

8 rere eee 

Hood Rubber Co., Inc... 

Miller Rubber Products 

fis By batuineosovee 
17 Goodyear Tire & Rubber Co., 
ae Seer 

190 Gertam Ca, TRO... 6 cesses 
123 Grove Laboratories, Inc., The 
147 Hammermill Paper Company 


68 Hawaiian Pineapple Co 
Health Products Corp...... 
12 Heinz Company, H. J....... 
98 Hookless Fastener Company 
119 Hudson Motor Car Company 
78 International Harvester Com- 
pany of America (Inc.) 
International Nickel Co., 
ee, . 6056s 0608-005 
62 International Silver Co..... 
133 Ironized Yeast Co 


25 Jergens Co., The Andrew... 
(Including John H. Wood- 
bury, Inc.) 
34 Johnson & Johnson......... 
Including— 
Clapp, Inc., Harold H... 


Johnson & Johnson.... 
85 Johnson & Son, Inc., S.C... 
36 Kellogg Company .......... 
53 Kelvinator Corporation 
Including— 
Kelvinator Corporation. 
Leonard Refrigerator Co. 
Kendall Company (Bauer & 
BIRR area 
Knox Gelatine Co., 
rere eee ee 
61 Kotex Co., & Kleenex Co... 
Including— 
Kleenex Company 
Kotex Company 
Lady Esther Co 
Lambert Co., 
Including— 
Lambert Pharmacal Co. 
Pro-phy-lac-tie Brush Co. 
13 Lamont, Corliss & Co 
Including— 
Oxo Limited (Lemco)... 
Pond’'s Extract Company 
40 Lehn & Fink Products Co.. 
Including— 
Gray, Derethy ...cssess 
Lehn & Fink, Ine 
Lesquendieu, J. 
6 Lever Brothers Co 
Lewis Medicine Co., A. ee 
80 Libbey-Owens- Ford Glass. 
re are 
43 Libby, McNeill & Libby..... 
28 Liggett & Myers Tobacco Co. 
97 Loose-Wiles Biscuit Co..... 
108 Luft Co., Inc., The Geo. W.. 
82 Metro-Goldwyn-Mayer Pic- 
CHPES COTM. 26 ccccccee 
19 Metropolitan Life Ins. Co... 
55 Nash Motors Company, The. 
47 National Biscuit Company.. 
56 National Dairy Prod. Corp. 
Including— 
Deerfoot Farm ........ 
Kraft-Phenix Cheese 
COPPOFACION.§ .wccceces 
National Dairy Products 
rere 
107 National Distillers Products 
Corporation 
Including— 
American Medicinal Spir- 
its Company, Inc..... 
National Distillers Prod- 
ucts Corporation ..... 
Penn-Maryland Com- 
a 
Alex D. Shaw & Co., Inc. 
87 National Lead Company.... 
139 Northwestern Yeast Co..... 
90 Oceanic Steamship Co., The. 
110 Oneida Community, Ltd.... 
93 Packard Motor Car Company 
ROG eee ME THUONG: 2... ccc cece. 
103 Parker Pen Company, The.. 
95 Penick & Ford, Ltd., Inc... 
118 Pennzoil Company, The..... 
16 Pepsodent Co., The......... 


13 


~ 


11 


bo 


2 
aon 


1934 
973,555 
4,584,944 


102,718 
350,769 
206,393 
1,102,820 
8,980 
14,830 
428,030 
839,911 
429,406 
22,620 


274,660 
366,708 
13,625 
5,550 


372,920 


195,990 
155,600 
322,607 
151,046 
1,171,444 
230,985 
203,445 


278,885 


480,148 
266,985 
531,991 
411,810 


288,4 
123,3 
182,566 


214,460 
356,435 


1,813,649 
152,170 
1,164,008 


1,164,008 
498,796 


12,290 
2,239,453 
187,995 


275,705 
488,620 
610,120 
235,700 
216,128 


273,135 
897,990 
391,985 
461,220 
383,899 


1,005 
165,994 
216,900 


218,533 


57,917 
81,970 


53,064 

25,582 
266,360 
171,934 
251,578 
215,435 
246,693 
220,036 
225,598 
241,543 
205,340 
923,504 


1933 
797,550 
3,703,011 


117,855 


340,123 


22,085 
90,025 


1,025 


597,551 
77,000 
176,632 
108,950 
87,970 
30,000 
1,173,051 


215,890 
151,734 
139,758 
588,466 


ore 3s) 
warmer 


194,637 


152,400 
708,867 


299,642 
409,225 
24,951 
2,140,625 


1,974,197 
166,428 
847,508 


5,927 
841,581 
826,383 


89,900 
736,483 
2,677,508 
172,129 


222,188 
456,550 
444,715 
21,550 
91,359 


121,409 
891,546 
268,670 
202,802 
507,687 


900 
506,787 


202,300 
195,314 
111,407 
174,260 
274,415 

83,827 
106,111 
235,580 
155,115 
901,762 


1932 
646,750 
5,225,163 


114,950 
639,940 
411,630 
856,600 
17,150 
44,430 
1,161,906 
460,095 
588,625 
13,805 


18,882 


383,407 
233,520 


ee 


262,785 


112,800 
276,304 

63,964 
772,015 


449,304 


448,004 
246,350 
643,472 
364,060 


270,060 
94,000 


207,043 


220,447 
889,614 


328,692 
507,005 


2,390,735 


2,189,455 
201,280 
901,762 


10,705 
891,057 
727,146 


111,110 
616,036 


eee ewes 


158,115 


136,550 
369,147 
966,840 


109,540 
932,005 
215,790 
218,441 
448,587 


400 
448,187 


199,900 
214,625 
50,211 
199,900 
462,670 
228,009 
209,575 
146,300 
1,024,706 


Rank 1934 
59 Pet Milk Company......... 366,020 
27 Phileo Radio and Television 

EA orn 617,596 
48 Pillsbury Flour Mills Co.... 460,896 
94 Pineapple Producers Co-Op- 

erative Ass'n, Ltd.... 243,451 
57 Pittsburgh Plate Glass Co.. 379,625 
99 Premier-Pabst Sales Co..... 230,751 
2 Procter & Gamble Co., The. 2,936,182 
37 Quaker Oats Company, The. 508,135 

136 Quaker State Oil Ref. Co... 173,570 

79 Radio Corp. of America.... 276,629 
Including— 
Cunningham, Inc., E.T.. .....- 
RCA Institutes, Inc..... 781 
RCA Radiotron Co., Inc. 92,088 
RCA Victor Co., Inc., 
[Be a eee 183,760 

74 Remington Rand Inc....... 294,532 
135 Reo Motor Car Company.... 174,820 
3 Reynolds Tobacco Co., R. J. 2,799,654 
63 Schenley Distillers Corp.... 345,338 

Including— 
Finch & Co., Inc., Jos. S. 4,025 
Schenley Distillers Corp. 341,313 
Schenley Wine & Spirit 
SURDOCE GOTB. cs cccces§ § ‘ecivens 

89 Scholl Mfg. Co., The........ 251,768 
42 Scott Paper Company....... 493,761 

137 Selby Shoe Company, The.. 172,888 
SS Ghare & DOMME. csr ccoscses 250,030 

105 Simmons Company, The..... 220,615 

SOE BM RIS Co... TRO.. ss ccccvace 228,698 
39 Socony-Vacuum Corporation 499,517 
24 Squibb & Sons, E. R........ 740,447 

Including— 
Eenthoric, INC. .4.sccces 30,910 
Squibb & Sons, E. R.... 709,537 
4 Standard Brands Incorpo- 
a oe ee ee ee 2,710,843 
Including— 
Chase & Sanborn’s Coffee. 635,550 
Fleischmann’s Yeast . 1,028,979 
Royal Baking Powder... 488,295 
Royal Gelatin Aspic.. 32,000 
Royal Gelatin Dessert... 302,200 
Royal Puddings ........ 21,044 
Tender Leaf Tea........ 202,775 
38 Standard Oil Co. (New Jersey) 500,032 
Including— 
Daggett & Ramsdell. 37,200 
Stanco, Inc. (Esso, Flit, 
Nujol & Mistol)...... 462,832 
Stangark Of] Coe. CH. 5.) ccscccs 
18 Sterling Products Ince...... 899,356 
Including— 
Bayer Company, Inc.... 295,443 
California Fig Syrup... 5,950 
COMUBRP GB. e355 sexecve 230,640 
General Drug Company. 63,785 
Phillips Chemical Co., 
MO GOR: Bic cisicccs. 221,358 
Three-in-One Oil Co.... 81,550 
Wells & Richardson Co., 
Meurer ere ee 630 
77 Stewart-Warner-Alemite 
BO Sid's tad white +8 .o Kd 280,690 
29 Studebaker Corp., The...... 605,575 
Including— 
Studebaker Sales Corp. 
ee! re 534,720 
White Company, The... 70,855 

15 Swift & Company........... 925,921 

833 Tavior & Co,, W.. Acccisccse 179,791 
49 Texas Company, The....... 456,218 

Including— 
Indian Refining Co..... 28,600 
Texas Company, The... 427,618 
72 Union Carbide & Carbon 
RIES h6tA 4 beatae eee 304,103 
Including— 
Linde Air Products 
Company, TRO «2.0.6 6,520 
National Carbon Com- 
DE SS ovvantcaeee 280,483 
Prest-O-Lite Battery 
A a era 16,500 
Union Carbide & Carbon 
a, Oe Pe ree 600 

52 United States Rubber Co... 422,067 
65 Vick Chemical Company.... 330,446 
92 Walker & Sons, Hiram...... 248,375 
33 Wander Company, The..... 552,305 
46 Warren Corp., Northam..... 462,698 

Including— 
Glazo Co., Inc., The..... 114,259 
BOUPRUEME, BAG. ojicenees <ceband 
Odorono Co., Inc., The.. 102,786 
SE): eee 25,653 
Warren Corp., Northam. 220,000 
88 Wesson Oil & Snowdrift 

re ea 259,386 

120 Western Company, The..... 199,593 
124 Westinghouse Electric & 

Mftg.. Company ....... 194,285 

142 Whitman & Son, Ince., 

oe Ae eee 168,870 

102 Williams Co., The J. B..... 227,751 
140 Wrigley Co., Wm., Jr....... 171,856 

146 Yareiey @& Co., Lt@......... 159,680 
SUG SOM, BOG. W.. Wickes caces 221,580 
71 Zonite Products Corp....... 309,183 

Including— 
Annette’s Perfect 
a. Oe ae ee ee 
Forhan Company, Inc.. 102,555 
Larvex Corp., The...... 77,450 
Zonite- Products Corp... 129,178 


Total of All Advertisers of 1934 


1933 
330,676 


615,212 
396,875 


487,596 
201,601 
272,736 
3,249,080 
496,428 
153,612 
266,173 


16,968 
779 
34,106 


214,320 
62,552 
60,690 

2,247,109 
3,645 


3,645 
214,456 
360,140 

55,761 
228,665 
224,240 
189,099 
439,536 
668,400 


3,761 
664,639 


2,565,161 


594,398 
1,190,719 
474,819 


66,640 
198,350 
860,694 


231,695 
6,936 
275,137 
11,714 


258,705 
76,507 


224,831 
158,579 


156,119 
2,460 
646,013 
39,234 
388,230 


388,230 
246,464 


10,000 


405,596 
473,892 
"700,254 
583,160 


90,165 
3,500 
149,702 
15,189 
324,604 


254,529 
361,625 


327,771 


178,250 
223,004 

3,510 
216,950 
224,992 
218,808 


7,778 
32,920 
95,300 
82,810 


1932 
321,650 


468,220 


72,200 
194,285 
76,106 
3,490,958 
814,761 
141,140 
288,442 


ee ee 


210,914 
352,040 
339,950 
130,200 
202,757 
541,395 
803,819 


803,819 
2,708,591 


768,800 
1,172,817 
527,074 


eee een ee 


eee eens 


641,691 


187,208 
18,683 
190,627 
12,450 


129,307 
102,815 


801 


367,225 
571,185 


423,550 
38,000 
1,038,165 


41,600 
688,214 


223,491 


354,422 
456,238 
769,279 
708,400 


“'Ys0,371 
3,900 
389,645 


211,365 
323,650 


547,230 


293,370 
291.365 
"202,650 
282,022 
394,210 


11,000 
98,660 
109,150 
175,400 


Totals 


Percentage of Total of 150 Leading Advertisers 


SSoGavevenee $77,195,665 $66,897,187 $77,473,187 


$113,514,672 
68.01%, 
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January 19, 1935 


ADVERTISING AGE 


MAGAZINE COPY 
WARS ON BONUS 


(Picture on Page 31) 

New York, Jan. 17.—The veterans’ 
bonus issue assumed more than 
usual interest for advertising men 
this week with the appearance in 
the current issue of The Saturday 
Evening Post of a full-page adver- 
tisement expressing opposition to 
immediate payment of the bonus, 
and suggesting an alternate plan of 
pensions limited strictly to those 
who suffered injury in the war. 

The advertisement, placed by the 
American Veterans Association, and 
paid for “by a special fund raised 
in memory of men killed in action,” 
was prepared by McCann-Erickson, 
Inc., and featured the drawings of 
LeRoy Baldridge, staff artist of the 
Stars and Stripes, A.E.F. paper dur- 
ing the war. 

The copy proclaimed vigorous op- 
position to payment of the soldiers’ 
bonus along the lines advocated in 
legislation pending before Congress, 
and suggested instead a plan in 
which pensions would be paid only 
to those wounded in combat or suf- 
fering from injury or disease in- 
curred in line of duty, and depend- 
ents of those killed in action and 
those who died as a result of their 
wartime service. 

Two coupons were included, one 
for a citizen’s vote in favor of the 
A.V. A. program, and the other for 
a veteran’s vote and application for 
membership in the A. V.A. At the 
organization’s headquarters here, 
ADVERTISING AGE was informed that 
coupon returns were proving com- 
pletely satisfactory. 

Publication of the A. V.A. adver- 
tisement recalled to advertising men 
here the similar copy placed in New 
York dailies in December, 1932, by 
the Veterans’ Justice Committee 
(ApverRTISING AGE, Dec. 17, 1932). 

This organization bought full 
pages in numerous New York papers 
on Dec. 11 of that year to “demand 
repeal of the existing laws offering 
benefits for nonwar disabilities and 
we demand the prevention of bonus 
prepayment.” 

The advertisements were paid for 
out of unused bonuses collected by 
members of the committee. 


Appoint Paul Smith 


Paul Smith has been appointed as- 
sistant art director of Kenyon & 
Eckhardt, Inc., New York advertis- 
ing agency. In the 1934 Art Direc- 
tors Show, Mr. Smith was awarded 
a medal for his prize-winning design 
of a folder for the Mergenthaler Lin- 
otype Company. 


Gimbel to Schenley 


Louis S. Gimbel, formerly vice- 
president and merchandise manager 
of Saks’ Fifth Avenue, has been ap- 
pointed as executive in charge of 
sales promotion by the Schenley Im- 
port Corporation, New York. He will 
supervise merchandising and adver- 
tising of imports. 


Promoted by B. B. D. & O. 


Stanley P. Irvin, Harold C. Mce- 
Nulty and Egbert White have been 
elected vice-presidents of Batten, 
Barton, Durstine & Osborn, Inc., 
New York advertising agency. Mr. 
Irvin is manager of the agency’s 
Buffalo office under Alex F. Osborn, 
Mr. MeNulty is chief art director, 
and Mr. White is a group head in 
the New York office. 


R. A. Helm Dies 


Robert A. Helm, 38, manager of 
the real estate department of the 
New Yorker, was injured in an auto- 
mobile accident at Rushville, Ind., 
Jan. 9 and died Jan. 11 after pneu- 
monia developed. He was a resident 
of Westport, Conn. 


Death of Mrs. Preston 


Mrs. Mabel Peck Preston, wife of 
Edwin W. Preston, publisher of the 
Boston Herald-Traveler, died Jan. 13 
after a short illness. 


Illinois Daily Appoints 

The Harrisburg, Ill., Daily Reg- 
ister has appointed Mitchell-Ruddell- 
Rudden, Inc., Chicago, as its repre- 
sentative in the national field. 


New Offices for “Esquire,” 
“Apparel Arts” Planned 


Esquire will soon occupy new and 
larger offices at 336 Madison Ave., 
New York, in what will be known 
as the Esquire building. Plans call 
for the initial occupancy of two 
floors, to be headquarters for the 
magazine’s advertising staff, as well 
as the editorial and advertising of- 
fices of Apparel Arts, men’s apparel 
business publication. 

An exhibition store will be a fea- 
ture of the new Esquire and Apparel 
Arts offices. 


Honor Old Printers 


Twelve printing firms in business 
for more than 50 years were hon- 
ored by the Typothetae-Franklin 
Association of Detroit at the Fort 
Shelby Hotel in that city Jan. 14. 


Cox Rejoins Clarke 


Glenn H. Cox has rejoined the staff 
of E. A. Clarke Company, Philadel- 
phia agency, with whom he was as- 
sociated until two years ago. 


Winter Copy on 
Shredded Wheat 


Is Inaugurated 


New York, Jan. 17.—The first cold 
weather advertising on the National 
Biscuit Company’s Shredded Wheat 
will appear in newspapers next 
week. With the exception of some 
trade advertising the past month, 
this is the first copy placed by the 
new agency on this product, Fed- 
eral Advertising Agency, Inc. 

For many years the product has 
been advertised in magazines and 
newspapers from May to October. 
The early newspaper campaign this 
year will not affect the magazine 
advertising during hot weather. 
The decision as to summer news- 
paper copy will be made later, but 
it is probable the current campaign 
will have the nature of an addi- 


tional advertising effort. 

About 550 papers, including com- 
binations, are on the list. A few 
metropolitan .papers will receive 
weekly insertion orders for 180 
lines; others, 120 lines. Food days 
and food pages are requested. 

Below the snow line, the adver- 
tising will promote Shredded Wheat 
as a delightful, health - building 
cereal, which will furnish energy 
for outdoor activities. 

In more northerly areas, the 
product will be advertised as a de- 
licious breakfast which can be 
served hot. A feature of the cam- 
paign will be point-of-purchase ad- 
vertising distributed according to 
geographical appropriateness of the 
two appeals. 


Appoints Goldansky 
Gundell Goldansky has been ap- 
pointed art director in charge of 
art, photography and typography for 
the William H. Rankin Company, 
New York advertising agency. 


Name Boston Agency 


The General Plate Company of 
Attleboro, Mass., maker of Truflex 
Thermostatic Bimetal and other lam- 
inated metals, has appointed Suther- 
land-Abbott, Boston advertising 
agency, to handle its advertising. 
Trade journals and direct mail are 
to be employed. 


Hearst Radio Buys WBAL 


Station WBAL, Baltimore, has been 
acquired by Hearst Radio, through 
purchase of the WBAL Broadcasting 
Company from the Consolidated Gas, 
Electric & Power Company of Balti- 
more, by the American Radio News 
Corporation, a wholly Hearst-owned 
unit. 


F. E. Irsch Resigns 


F. E. Irsch, Jr., has resigned as 
promotion and research manager of 
the Macfadden Women’s Group and 
of Photoplay Magazine, effective Jan. 
15. He is succeeded by Harold F. 
Clark, assistant to Carroll Rhein- 
strom, and formerly promotion man- 
ager of True Story and Liberty. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


is the most widely quoted advertis- 
ing journal in America. 

As the only advertising publica- 
tion regularly presenting statistical 
information on all classes of adver- 
tising, including newspaper, magazine, 
farm paper, radio and business paper, 
its analyses of advertising trends are 
published by hundreds of newspapers 


and periodicals as an accurate index 


of business activity 
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ADVERTISING AGE 


January 19, 1935 


Death of A. C. Mower 


Arthur Christy Mower, a former 
vice-president of the American To- 
bacco Company, died suddenly Jan. 
12 at his home in Beverly Hills, Cal., 
following a heart attack. 


A VALUABLE 
AUXILIARY 
SERVICE 


for manufacturers in 
the construction field 


Advertisers, prospective adver- 
tisers and advertising agencies 
receive frequently from us a 4- 
page pamphlet entitled “Engineer- 


ing Construction Markets.” Its 
purpose is to clarify for manu- 
facturers of construction equip- 
ment and materials the field in 
which they sell their products. 
Statistical trends, sales opportu- 
nities, buying practices of engi- 
neers and contractors in connec- 
tion with varying types of proj- 
ects are presented in an easy-to- 
read style. 

We conceive this to be an ef- 
fective way for a publisher to 
keep his advertisers informed re- . 
garding the market in which they 
seek to establish standing. Every 
manufacturer has, of course, his 
own ideas as to ways and means 
of establishing that standing with 
his customers and prospects but 
regardless of the method em- 
ployed it is essential that he be 
fully informed about the field, its 
stable habits and its. shifting 
habits . in short, its news. 
Selling, like advertising, is a 
matter of knowing the buyer as 
well as the product being of- 
fered. 

So this is a reminder and an 
invitation to manufacturers who 
have something of value to con- 
struction engineers and contrac- 
tors to avail themselves of the 
opportunities offered by “Engi- 
neering Construction Markets” in 
visualizing engineering and con- 
struction as an industry. This 
little service costs nothing 
whether or not you are an adver- 
tiser in— 


ENGINEERING NEWS-RECORD 
CONSTRUCTION METHODS 
McGraw-Hill Publications 
330 West 42nd Street, New York 


Opens Campaign 
to Merchandise 
Baseball Team 


Chicago, Ill., Jan. 17.—Convinced 
that baseball should be merchandised 
as effectively as chewing gum, Philip 
K. Wrigley, president of the Chicago 
Cubs, has launched a series of adver- 
tisements in Chicago newspapers to 
build pre-season interest in the club’s 
games this coming summer. 

In the past, too much emphasis 
has been placed on publicity for the 
team, and too little upon the health 
and pleasure values which attend- 
ance at the outdoor game affords the 
public, Mr. Wrigley believes, accord- 
ing to Charles F. Drake, his assis- 
tant. 

The Cubs advertising is being car- 
ried in Chicago afternoon and morn- 
ing newspapers three times a week 
until March 15, according to present 
schedules. According to Mr. Drake, 
Mr. Wrigley “looks forward to the 
time when he can advertise the team 
every day in all the papers.” 

“Look ahead to sunshine, recrea- 
tion, happy hours with the Cubs at 
Wrigley Field next summer,” copy 
reads. The advertisements are 70 
lines on two columns. 


Hills Stages Contest 


to Promote Date Sales 


Cash prizes for ideas which help 
retailers to sell more Dromedary 
pasteurized dates are being offered 
all grocers by Hills Brothers Com- 
pany, New York, in its new Drome- 
dary Sweepstakes Contest starting 
Feb. 1. 

Promotional suggestions may con- 
sist of window, counter or fruit 
stand displays, use of a cooking 
school or customer contest, or any 
idea which will sell more dates. The 
grocer is expected to try out each 
idea in his own store. Grocery 
clerks, owners, and managers are 
eligible. 


Death of E. H. Leslie 


Eugene Hamilton Leslie, 50, for 15 
years a member of the advertising 
sales division of the McGraw-Hill 
Publishing Company, Chicago, died 
Jan. 14 at his home in Winnetka, IIL, 
after a short illness. Funeral serv- 
ices were held from the home Jan. 
15. Burial took place at Columbus, 
O. Mr. Leslie represented Engineer- 
ing & Mining-Journal and Coal Age. 


Acquires Two Papers 


The Metropolitan News-Press, Los 
Angeles community newspaper, last 
week acquired the Los Angeles News- 
Journal and the Hollywood News- 
Journal, community newspapers. The 
newspaper purchased the New Era 
Eagle in December, 1934, and the 
— Shopping News in July, 
1934. 


To Direct Stoker Sales 


Carl Stripe, for the past two years 
assistant to the vice-president of 
the Davis Coal and Coke Company, 
has joined the sales organization of 
Combustion Engineering Company, 
Inc., New York, in charge of indus- 
trial stoker sales. 


Posters to New York 


Over one hundred designs shown 
in the Fifth Annual Exhibition of 
Outdoor Advertising Art held re- 
cently in Chicago will be on exhibit 
at the art galleries of Abraham & 
Straus’ department store, Brooklyn, 
N. Y., Jan. 21-26. 


Set New Rates 


Effective with the April issue, the 
page rate for the Detective Group, 
consisting of True Detective Mysteries 
and Master Detective, will advance 
from $840 to $1,025, and the line 
rate from $2.10 to $2.55, while the 
circulation guarantee will be raised 
from 450,000 to 550,000. 


G. G. Curtis Moves 


Offices of George G. Curtis, pub- 
lishers’ representative, formerly at 
8 S. Michigan Ave., are now located 
in the Board of Trade Bldg., 141 W. 
Jackson Blvd., Chicago. The new 
telephone number is Harrison 0706. 


Aspirub Account Placed 


Justin Haynes & Co., Inc., New 
York, makers of Aspirub, have ap- 
pointed Redfield-Coupe, Inc., of that 
city to handle their advertising. 


BRITISH RECALL 
EARLY HISTORY 
OF ADVERTISING 


‘London Times’’ Celebrates 
150th Anniversary 


London, Jan. 11.—Curious facts re- 
garding early advertising in the 
London Times and early English 
advertising agencies, are revealed in 
the Jan. 1 issue of the newspaper, 
which includes a supplement com- 
memorative of its 150th anniversary. 

The elder John Walter, the first 
publisher, fully realized that to get 
readers he must interest business 
men of his day; therefore, in order 
to assure a good “send-off” for the 
infant, advertisements were inserted 
free in the first number in 1785 for 
such persons as cared to pay the tax 
then levied on advertising. 

John Burgess & Son, Ltd., maker 
of anchovy and other sauces, adver- 
tised in the first number of the 
Times on New Year's Day, 1788, when 
the newspaper’s name was changed 
from the Daily Universal Register. 
The firm also ran a six-inch double- 
column advertisement in the 150th 
anniversary issue. 

The Burgess firm, founded 175 
years ago, is apparently the only sur- 
vivor of all the commercial under- 
takings advertised in the first num- 
ber of the Times. Until quite re- 
cently, when street-widening opera- 
tions dispossessed it, the firm car- 
ried on business at its original 
premises in the Strand, London. 


First Full-Page Copy 


Today, advertisements occupy about 
one-third of each issue of the Times, 
but in earlier days they sometimes 
bulked as large as four-fifths of the 
whole. 

It was not until the early days of 
the 19th century that advertising be- 
gan to expand noticeably. The first 
full-page advertisement in the Times 
appeared in 1829, an announcement 
of a book. 

In 1834 there was a four-page ad- 
vertisement for which £252 was 
charged. This took the form of a 


Benson, Potter, Sam Clark, Saward 
Baker, and others. 

“Fame,” the first class paper de- 
voted to advertising, was founded 
about 1890, but has long been extinct. 

Chronologically, the Times was the 
51st British publication, the first be- 
ing the Oxford Gazette, founded in 
1665 and later known as the London 
Gazette, official government publica- 
tion today. 


Get Motorstoker Account 


Motorstoker, automatic coal stoker, 
will be actively promoted with ad- 
vertising beginning this year, the 
account being handled by the New 
York office of Fuller & Smith & 
Ross, Inc. Magazines, newspapers 
and direct mail will be used to reach 
residential, commercial and indus- 
trial markets. 


Club in New Drive 


The Timber Point Club, Great 
River, L. IL, now open to non-mem- 
bers for the first time, is advertis- 
ing its guest accommodations and 
goif course in newspapers and class 
magazines through Craven & Hed- 
rick, New York agency. 


Paper Adds Column 


With the issue of Jan. 2 the Can- 
ton, Ill. Daily Ledger changed from 
a seven-column to an eight-column 
page, and extended its column length. 
U. G. Orendorff is owner of the 
Ledger, and J. Earle Mavity has been 
manager of the paper since Dec. 1. 


Promote B. G. Wiley 


Blaine G. Wiley, advertising man- 
ager of the All-Steel-Equip Company, 
Inc., Aurora, Ill., maker of steel shop 
and office equipment and electrical 
wiring supplies, has been appointed 
assistant general sales manager. 


Pittsburgh on Radio 


The paint division of the Pitts- 
burgh Plate Glass Company will use 
the Mutual Broadcasting System five 
times weekly for a morning program 
to start in March. N. W. Ayer & Son 
are in charge. 


Coast Reps Move 


Simpson-Reilly, publishers repre- 
sentatives, have moved from the Ben- 
dix Bldg. to Room 469, Paramount 
Bldg., Los Angeles. 


Foote Opens Own Agency 


Emerson Foote, formerly with the 
Leon Livingston Advertising Agency, 
San Francisco, has organized his own 
agency to direct the advertising of 
P. F. Rathgens & Sons, sausage 
manufacturers, and the northern 
California advertising for Chrysler 
and Plymouth automobiles. 


Joins M eden Art 


Arnold Dreyfuss, for the past two 
years Eastern representative for W. 
L. Stensgaard & Associates, has 
joined Modern Art Studios, Inc., with 
headquarters at 475 Fifth Ave., New 
York. He is in charge of Eastern 
itinerant display promotions. 


To See Hockey Game 


The Cleveland Advertising Club 
has reserved an entire section at the 
Elysium rink in that city for the 
Cleveland Falcons-Buffalo hockey 
game Jan. 23. 


Names Don Harway 


Don Harway, San Francisco, has 
been appointed Western representa- 
tive of State Teachers Magazines, 
Inc., Chicago. 


WANTED 
A 
PUBLISHER 


An organization of four experienced 
men now successfully acting as the 
Advertising Management, Eastern 
and Western Representatives, and 
the Promotion Department for one 
of the oldest and most successful 
national publications in its field, 
are in a position to increase their 
activities by association with an- 
other publisher in any or all of the 
above capacities. Only straight com- 
mission on net paid business will 
be accepted as remuneration, A 
publisher wishing to avail himself 
of this experienced organization 
without increasing his overhead 
write to 


Box 533 
c/o Advertising Age 


loyal address to the King from the|? esd 


business men of the city of London. 


It is stated to have been the largest || 


advertisement in any English news- 
paper until 1910, when an advertise- | 
ment of Mexican government bonds 
drawn occupied nearly nine pages of | 
the paper. 


During the height of the railway |@ 


boom in 1845 the advertising revenue 
of the Times rose to as much as 
£6,000 per week. 

The first regular advertising agent 
appears to have been one Axtell of 
Finch Lane in London, in the year 
1876. The agency which he founded 
still exists although it is now known 
as Davies & Co. 

The business of R. F. White & 
Son, founded in 1800, has descended 
from father to son for four genera- 
tions. Its founder was a schoolfel- 
low of Charles Lamb, the essayist. 
From a letter of Mary Lamb’s to} 


Mrs. Hazlitt, it appears that Lamb|@ 
was persuaded to write puffs for lot-|§ 


teries by White. 


Called Agent a Principal 


Charles Mitchell, whose agency is 
still flourishing, set up business in 
1836, and ten years later began pub- 
lication of the ‘Newspaper Press 
Directory.” Curiously enough, this 
gentleman laid down the principle 
that “the advertising agent should 
not be, and in fact he is not, an 
agent at all . . but a principal” 
—a precept which still holds an im- 
portant place in this country, how- 
ever much it may be disputed in 
the United States. 

Street’s Agency, still very active, 
dates from 1830, while Haddon’s and 
one or two others are still older. By 
1880, Barker, Mather, and Crowther, 
T. B. Browne, Smith, Sell, Willing, 
and Vernon were all operating as 
agents. Not long after that date 
came the London Press Exchange, 
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>Plowed Field Pays, 


Until editorial keenness in a magazine plows 


through reader apathy, advertising pages 


scatter the seed of business profits on hard 


ground. Shrewd advertisers, recognizing edi- 


torial leadership, made 1934 a banner year 
for Mill & Factory. The plowed field pays! 


MILL& FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City. 


. 333 N. Michigan Ave., Chicago 
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A question 
very few men 
can answer 


HOW MANY 
DIFFERENT 
PLASTICS 9 
ARE THERE e 


as 


A.D. MelIntyre, elee- 
trical engineer, Pitts- 
burgh — “I know 

, there are several but 
Jean only think of 
two off hand — Bake- 
lite and Beetleware. 
Three if you call 
Cellophane a plastic. 
I'm not familiar with 
chemical nomencla- 
ture.” 


J.D. Graham, textile 
manufacturer, Law- 
rence, Mass.—“I ap- 
preciate that we are 
in a synthetic era and 
while I see all kinds 
of artificial textiles 
and other materia!s I 
do not know whether 
there are a hundred 
or a thousand of the 
items you classify as 
plasties.”’ 


Plastic product development is 
moving fast and furiously. No 
one in chemical engineering 
knows the exact count except 
that there are over a thousand 
varieties. Some of the largest 
producers of plastics expressed 
surprise to find over 1200 trade 
names for these synthetic prod- 
ucts published in Chem & Met 
last October—the first attempt 
at presenting an anywhere-near 
complete world-wide directory of 
this kind. 


We can thank chemical engineer- 
ing for this advancement, most 
of which has transpired in the 
last six or seven years. Chemical 
engineering is the science of pro- 
ducing in commercial volume the 
products of our modern chemical 
laboratories. Plastics are but one 
group of such products. Others 
are paint, glass, rubber, drugs, 
dyes, explosives, fertilizers, ete. 
—to name a few of the 20 major 
product groups of chemical engi- 
neering. 


Because of the broad, fundamen- 
tal service of “Chem & Met” to 
chemical engineering, advertisers 
in this publication reach in re- 
ality 20 markets, commonly 
recognized as the process indus- 
tries. These industries topped 
the rest of industry during the 
depression—in research, in the 
development of new products, in 
power consumption and in pro- 
duction. Even in bad _ times 
these industries produced 64% 
billion dollars’ worth of products 
a year. 

Chemical engineering is the 

science of producing in commer- 


cial volume the products of our 
modern chemical laboratories. 


(HEM & Met 


CHEMICAL & METALLURGICAL 
ENGINEERING 
A McGraw-Hill Publication 
330 West 42nd Street, New York 


COPELAND BILL 
GETS APPROVAL 
OF A.F.A. BOARD 


(Continued from Page 1, Col. 4) 
bureau of research and education of 
the A. F. A., also attended. 

No statement on the several points 
to which the board objects can be 
made, it was said, until the agencies 
of the administration have approved 
a draft. Suggestions are expected 
from the Department of Agriculture 
and other sources which may, or may 
not, meet with the approval of the 
A. F. A. board. 

Developments will be closely fol- 
lowed by Messrs. Kobak, Braucher, 
Benson and Falk, as well as by the 
Federation’s officers, and the group 
has the assurance of administration 
officials that suggestions they may 
offer will be carefully considered. 

In discussing the matter with Ap- 
VERTISING AGE, several members of 
the board pointed out that the Cope- 
land bill is an administration meas- 
ure and is assured of enactment. If 
this is a fact, as these members be- 
lieve, the board deems it wiser for 
advertisers to unite in helping to 
make the Copeland bill into the satis- 
factory law which it shows promise 
of becoming, instead of separat- 
ing into several industrial groups in 
support of several bills apparently 
foreordained to defeat. 

The introduction of two other com- 
peting bills has already been secured 
by proprietary interests and food 
packers, and others are being dis- 
cussed. 

The introduction of these compet- 
ing bills, the board believes, may 
have several unfortunate results. A 
united front of advertisers would be 
impossible in support of any one bill, 
the numerous hearings and suspense 
would have a bad reaction on the 
public and advertising interests, and 
enactment of the Copeland bill, end- 
ing the hubbub about advertising and 
its faults, would be delayed, it feels. 


Impetus to Self-Regulation 


Anticipating early passage of the 
Copeland bill, board members de- 
voted considerable time to a discus- 
sion of self-regulation to follow. It 
was the consensus that passage of 
the bill will give impetus to the 
movement. 

“Self-regulation in advertising 
should provide the means for bring- 
ing about general improvement in 
copy,” said Mr. Kobak, “but the 
police power of the government is 
necessary in handling cases of out- 
right fraud or deception, and to pre- 
vent practices dangerous to the pub- 
lic health. It cannot be denied that 
some such cases and some such prac- 
tices exist. 

“It is impossible to write laws 
which adequately define bad taste 
and certain other faults which de- 
tract from the consumer’s confidence 
and interest in advertising. The re- 
sponsibility for improvement in these 
respects falls squarely on the shoul- 
ders of all advertisers, agents and 
medium proprietors.” 


Reps Appoint Agency 

Bauer & Meyer, Inc., New York, 
special advertising representatives, 
have appointed the Orange County 
Advertising Agency of Washington- 
ville, N. Y., as their Orange County 
representatives on their car card 
franchises covering the county. Ar- 
thur B. Johnston and Walter Hem- 
mings have been added to the sales 
staff of the New Jersey division of 
the firm. 


Distillers Move Office 


Executive sales and advertising 
offices of Hiram Walker, Inc., have 
been moved to 4450 Penobscot Bldg., 
Detroit. All advertising and sales 
promotion contacts are now being 
made through that office. 


Color Expert on Program 


Redesigning of products ranging 
from letterheads to freight cars was 
described by Arthur S. Allen, New 
York color engineer, at the luncheon 
of the Boston Advertising Club this 
week. 


Zonite Starts 
Magazine Drive 


(Picture on Page 31) 

New York, Jan. 17.—Use of a 
campaign in a medium other than 
magazines, a medium to be an- 
nounced in a few weeks, will elab- 
orate the 1935 advertising program 
of the Zonite Product Corporation 
on feminine hygiene. 

The magazine campaign has 
started in February issues of 18 
publications, carrying out the same 
theme as that employed the past 
year. Throughout the year, the com- 
pany plans to run two-column ad- 
vertisements on Zonite in 18 or 20 
magazines each month. McCann- 
Erickson, Inc., is the agency. 

In the magazine advertising, the 
Zonite copy takes up the case, prin- 
cipally, of the young married woman 
whose happiness or unhappiness may 
be determined by knowledge and 
confidence or ignorance and fear 
concerning feminine hygiene. Cou- 
pons are to be used to build circu- 
lation of two booklets, “Facts for 
Women,” and “Use of Antiseptics 
in the Home.” 

Copy is emphatic in pointing out 
that the past few years have ended 
the need for women to choose be- 
tween “poisonous antiseptics or 
nothing at all for feminine hygiene” 
and the “grave discussions” on “the 
proper antiseptic’ between doctor 
and patient not many years back. 
It condemns the fact that older 
women “keep talking to younger 
women about feminine hygiene as 
it used to be practiced before the 
days of Zonite.” 

Each advertisement claims in 
italics that Zonite “is far more pow- 
erful than any dilution of carbolic 
acid that can safely be applied to 
the human body” and develops the 
thought that this product is not 
poisonous, caustic or dangerous. 


Chicago Advertising 
Managers Elect Borton 


Elon G. Borton, LaSalle Extension 
University, was elected president of 
the newly organized Advertising 
Managers Club of Chicago at its 
meeting Jan. 14. Other officers are: 

Vice-president, J. M. Kraus, A. 
Stein & Co.; secretary, J. E. Bulger, 
Chicago Motor Club; treasurer, H. 
D. Payne, Chicago Molded Products 
Corporation; director, Mrs. Patricia 
Gordon, Princess Pat, Ltd. 

The club’s representatives on the 
board of governors of the Chicago 
Federated Advertising Club, are: 
Claire B. Samels, Carson Pirie Scott 
& Co.; Walter N. May, Walgreen 
Company; and Edward A. Grossfeld, 
Alfred Decker & Cohn. 


“News” Sponsors 4th 
Automotive Luncheon 


More than 1,500 business leaders 
attended the fourth annual Cleveland 
Automotive Luncheon sponsored by 
the Cleveland News, with the assist- 
ance of leading civic and business 
groups, in the Cleveland public audi- 
torium Jan. 12. 

Addresses by Gov. Davey of Ohio, 
Gov. MeNutt of Indiana, Harry J. 
Klingler, president and general man- 
ager of the Pontiac Motor Company, 
and Col. Eddie Rickenbacker of East- 
ern Air Transport, were broadcast 
over a nationwide NBC network by 
station WTAM. The affair was a 
prelude to the Cleveland Automobile 
Show opening that day. 


Club H ei Milas 


David Smart, publisher of Esquire 
and Apparel Arts, told the Women’s 
Advertising Club of Chicago the “in- 
side story” of his entry into the mag- 
azine publishing field at the club’s 
regular monthly meeting Tuesday 
evening, Jan. 15. 


Would Mitigate Damages 


Publication of a retraction would 
mitigate damages in a libel suit 
against a newspaper, provided the 
retraction was published prior to the 
suit, under terms of a bill filed with 
the Massachusetts legislature. 


A. N. A. Elects Walker 


Hiram Walker & Sons, Inc., De- 
troit, Mich., has been elected a mem- 
ber of the Association of National 
Advertisers. Carleton Healy will rep- 
resent the company in the associa- 
tion. 


GENERAL MOTORS 
HEADS MAGAZINE 
USERS FOR 1934 


(Continued from Page 1, Col. 2) 
Company, which was 15th in 1933 
and 19th in 1934. 

Total advertising space purchased 
during 1934 in the magazines meas- 
ured by National Advertising Rec- 
ords was $113,514,672, a considerable 
increase over the $93,987,970 record- 
ed in 1933. Of the 1934 total, the 
150 leading advertisers accounted 
for $77,195,665, or 68.01 per cent. 
This compares with the 1933 figures 
for the 150 leaders (not necessarily 
the same companies) of $69,703,908, 
or 74.16 per cent of the entire ex- 
penditure for that year. 

The drop in the proportion of all 
advertising purchased by the 150 
largest space buyers during 1934 is 
pointed to as a reversal of a trend 
which had been apparent for sev- 
eral years, and indicates that a 
larger number of small and me- 
dium-sized accounts are now being 
represented in magazine advertis- 
ing pages. 

A detailed tabulation of the in- 
dividual expenditures of the 150 
leading magazine advertisers for 
1934, together with comparative fig- 
ures for both 1933 and 1932, and 
their rank in the 1934 tabulation, 
appears on page 26 of this issue. 


Cone Rejoins Agency 


F. M. Cone, formerly with Lord & 
Thomas, has resigned from J. Stirl- 
ing Getchell, Inc., to become an ac- 
count executive in charge of travel 
accounts in the San Francisco office 
of Lord & Thomas. 


Get Espotabs Account 


The Dill Company, Norristown, Pa., 
has appointed John Falkner Arndt & 
Co., Inc., Philadelphia advertising 
agency, to handle advertising for its 
laxative, Espotabs. Newspapers in 
major markets will be used. 


AIR EXPRESS 
SHIPMENTS 


Make u ckages as 
2 for rail ‘alenedh 


@ Telephone Air ae 
Division of the Railway 
Express Agency, or call a 


Western Union messenger. 


Door to door pickup and 

special delivery in prin- 
cipal cities at no extra cost. 
Packages are sent via first de- 
parture on fastest schedule, air 
or air-rail to any point in the 
United States. 


4) Air express travels at a 
speed of 2300 miles over- 
night! Practically all types 
of merchandise accepted— 


C. 0. D., Prepaid or Collect. 


Flown in 3-mile-a-minute multi- 
motored passenger planes of United 
Air Lines and other lines. 


For Local Schedules and New Low 
Rates Telephone 
Air Express Div. of the 
Railway Express Agency 
(or call Western Union) 


Add a new word to your telegraph 
code: AIRYX. Means “Ship by 
Air express, div. Ry. Express agcy”. 


year. 


PERSONAL 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


$1 a year—Fifty-two issues! 


Use the coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 
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Radio Featured 
in Life Savers 
1935 Promotion 


New York, Jan. 17.—By devoting 
a large part of its appropriation to 
radio this spring, Life Savers, Inc., 
is taking its story to a new audience. 
Last year a spring newspaper cam- 
paign and a fall drive in magazines 
featured the company’s promotion. 

Small newspaper advertisements 
of catchy style are being used to 
build interest in the radio program, 
heard Monday and Wednesday eve- 
nings from 36 stations of the Colum- 
bia Broadcasting System. The pro- 


gram consists of a musical comedy 
sketch of 15 minutes, “Diane and 
Her Life Saver.” 

The small newspaper insertions 
in the key cities catch attention by 
declaring that a life saver has kid- 
napped an heiress, that a $500 re- 
ward is offered for the arrest of the 
life saver, etc. 

Window stickers and displays on 
dealers’ counters tie-up with the 
romantic sketches. 


Brochure for $750 Radio 


A brochure entitled “A Supreme 
Achievement,” designed to sell the 
new Zenith Stratosphere, a 25-tube 
instrument with three concert speak- 
ers and listing at $750, has been 
mailed to selected prospects by the 
Zenith Radio Corporation, Chicago. 


Sponsors New Series 


Sponsered by the Forhan Com- 
pany, Inc., maker of Forhan’s tooth- 
paste and powder, a program of 
dramatizations of experiences of 
Maj. Herbert O. Yardley will be in- 
augurated Jan. 21 over an NBC-WEAF 
network at 7:15 p.m. Maj. Yardley 


organized the American Crypto- 
graphic Bureau, which deciphered 
code messages during the world 


war. The program will be heard each 
Monday, Wednesday, and Friday. 


Novel Calendar for Dealers 


Departing from the usual type of 
calendar, the “seasonal catalog” 
calendar issued to Nesco distributors 
by the National Enameling & Stamp- 
ing Company, Milwaukee, Wis., is 
self-indexing and furnishes dealers 
with a monthly merchandising guide. 


Jacobi to Address 


Agencies Jan. 22 


Neil H. Jacobi, of the Illinois De- 
partment of Finance, will address 
the Chicago agency greup at the 
Hotel LaSalle Jan. 22, clarifying the 
department's ruling on the occupa- 
tion tax as it affects agencies. 

The luncheon meeting will open 
at 12:15, with any agencies inter- 
ested invited to attend. 


Magazines Name Reps 


Blanchard-Nichols, publishers’ rep- 
resentatives, have been appointed 
Western representatives for This 
Week. The San Francisco firm has 
also been appointed Western adver- 
tising representative for Better 
Homes and Gardens and Successful 
Farming, Meredith publications. 


‘ ba ae as - ge 
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=MILLER- WOHL = 


MILLER-WOHL CHOOSES 


FEDERAL ELECTRIC SIGNS 


@ Just as Miller-Wohl is profiting from Federal 
outdoor electric signs at the point of sale, so, too, 
are other important advertisers increasing their 
sales and profits through Federal point-of-sale 
electrical advertising. 


And so, too, can you increase your sales and 
profits by means of attention-compelling electric 
signs for your retail outlets. 


Most of the other forms of advertising have as 
their purpose creating in people the desire to buy 
your product. That, by and large, is their 


function. 


Point-of-sale electrical advertising reminds peo- 
ple of that desire while they are on the buying 


path—serves as a connecting link between your 
other forms of advertising and your retail outlets. 


Point-of-sale electrical advertising does not 
compete with other forms of advertising, does not 
take the place of other forms of advertising— 
and cannot be replaced by any other form of 


advertising. 


It is a necessary entity unto itself in the adver- 
tising field—the way to increased returns on your 


advertising dollars. 


Complete data on the application and effective- 
ness of point-of-sale electric signs in present-day 
merchandising will be mailed upon request. 


“A National Sign Service for National Advertisers ”’ 


FEDERAL ELECTRIC COMPANY, INC. 
Claude Neon Federal Company 


225 North Michigan Avenue, 


BALTIMORE 
LOUISVILLE 


CINCINNATI 
MILWAUKEE 


DALLAS 
MINNEAPOLIS 


DULUTH 


Chicago, 


HOUSTON 
NEW ORLEANS 


cei, {FEDERAL BRILLIANT CO.. St, Louis and Kaneas City. Mo. 
‘aries: (CLAUDE NEON FEDERAL CO., SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Witchita, Kansas 


INDIANAPOLIS 
PHILADELPHIA 


Illinois 


LEXINGTON 
ST. PAUL 


Information 


for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 642. Making a Hard Game Easy. 


A case history detailing the ex- 
periences of national advertisers who 
have solved the problem of closely 
tying up their advertising to their 
dealers’ stores by using classified tele- 
phone directories. Includes a com- 
plete description of this service, how 
advertising may be spotted in areas 
most desirable to cover, etc. Pub- 
lished by American Telephone & 
Telegraph Company. 


No. 692. Advertise Travel to Travel- 
ers via the National Geographic 
Magazine. 

This booklet describes in detail. 
values offered by the National Geo- 
graphic Magazine to travel advertis- 
ers. It presents information regard- 
ing editorial and advertising respon- 
siveness of readers, advertisers’ com- 
ments, circulation breakdowns, re- 
sults of a buying power study of the 
magazine’s readers in various cities, 
and numerous other factors of im- 
portance to the travel advertiser. 


No. 566. Relative Influence of Men 
and Women in the Purchase of 12 
Commodities. 


It has long been contended that 
regardless of the sex of the person 
actually making a purchase, family 
buying is influenced by two or more 
members. In this survey, Redbook 
shows the relative importance of 
men and women in the purchase of 
many specific products, such as can- 
ned goods, cereals, coffee, desserts, 
soap, automobiles, electrical devices, 
refrigerators, rugs, radios, etc. 


No. 677. 1934 Distribution of True 
Story Circulation. 


The advertiser should find this 
breakdown informative and valuable. 
Based on total distribution for the 
February, 1934, issue, statistics are 
given for True Story circulation in 
cities and towns alphabetically by 
states, in 93 largest cities, etc. The 
booklet also shows distribution of 
leading women’s magazines by city 
size groups. 


No. 634. Two Hundred Thousand 
Fingerprints. 

A booklet giving the results of an 
examination by fingerprint experts of 
532 copies of Time taken from sub- 
scribers’ homes. Presents the story 
of ‘“cover-to-cover readership” in 
unique and convincing fashion. 


No. 462. Route List of Retail and 

Wholesale Grocers. 

A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. 
Published by The Courier-Journal 
and Louisville Times. 


RAPID’S CELEB| 
SERIES! 7m 


think 
Mickey and 
Minnie might squeak an ad for us. 
*Scuse, M. and M. 


“Mickey, how can little people 
like us make ourselves heard?’ 
“T dunno. An’ I got big things 
to say... Wait, maybe th’ 
typesetter will set it bold. . . 
Will ya? Okay!’ 


“Ahem! HEY! RAPID COPY 
DOES A SWELL PHOTOSTAT 
JOB, AN’ DELIVERS IT QUICK- 
ER’N TH’ SPRING ON A MOUSE- 
TRAP!” 


* 
PHOTOSTATS 
* 


KAPID COPY SERVICE 


NEW YORK { are See 


CLEVELAND: Main 9335 


State 6013-4 
CHICAGO { State 5980-1 
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PHOTOGRAPHIC 
REVIEW OF TH 
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PRESENT THE CASE AGAINST BONUS PAYMENT 


Which man deserves your tax money? 


Let's Kill the 
Pension Racket Noir! 


You Who Pay the Bille Read This Here's How You Can Help Stop Itt 


ore Bod 


WAR OP 1812: —Laet soldier died 1905, Five The American Veterans Association, oon 
sidows, ane remarried widen and one sisting solely of veterans. is fighting te pro. 
daughter still receising benefite tert and defend the eight» of ¢ 


disatled and the depende 
dead against political exploitation 
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Full page in the current issue of the Saturday Evening Post," which 
makes a plea against immediate payment of the bonus to able-bodied 
veterans. (Story on Page 27.) 
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AT TRYING TIMES ...TRY A SMOQTH OLD GOLD 


Reminiscent of the “be nonchalant’ series for Murad used several 

years ago is this new magazine copy for Old Gold, for which Petty 

is doing the artwork. This advertisement appears as a color page 
in the February issue of ‘'Esquire.” 
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Mary Major registers plenty of 
weariness in this scene from 
Norge’s stage production, "The 
Freedom of the Shes," now being 
shown throughout the country. 
Her companions are Jean May 
and Jean de Vos. (Story on 
Page 22.) 
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Typical copy in the new magazine 
campaign for Zonite antiseptic. 
(Story on Page 29.) 


Paul W. Kesten, director of sales 

promotion and advertising, Colum- 

bia Broadcasting System, who has 

been elected a vice-president of 
the chain. 
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Williams Oil-O-Matic Heating Corporation used this full color page 
in last Sunday's "Chicago Tribune" to announce a new trial installa- 
tion service in the Chicago area. (Story on Page 6.) 


THIRD DIMENSION PICTURES FOR FISHER BODY 


William S. McLean, director of advertising for Fisher Body, and 
Russell Patterson, well known illustrator, look over a three-dimension 
picture created by the latter for Fisher promotion. Actual materials 
were used in the picture, which will be displayed at various auto shows. 
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per page 
per 
thousand 
Any way you look at it, Esquire is now definitely on top, 
among the large page-size class magazines. The rate is the 
lowest—the circulation is the largest. Effective with the 
June 1935 issue, the circulation basis of advertising rates will 
be raised from the present 150,000 to a new average of 205,000 
net paid. And the rate will go up from the present $1800.00 
per page to $2000 per page. This represents a decrease in the 
rate per thousand of circulation, bringing it down to the 
low figure of $9.75. Meanwhile, advertisers using Esquire will 
be rewarded with a circulation bonus of approximately 3343%. 
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